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and you will find, after watching them, that they bear 


a direct relation to the quality value and the style 
value of the leather used in the footwear you sell. Rue- 
Buck No. 171 is a cream white Buck which has made 
more and more friends each season. Looks Good, Feels 
Good, Is Good. And, cleans easily. Therefore, very 
popular in both men's and women's Sport Footwear. 
Set your Quota a bit higher for next spring's ‘line-up’ 
and Rue-Buck will do its full share in attaining it. 
Swatches sent free on request. Also, the origin of the 
expression "Watch your P's and Q's." 
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VOICE of the TRADE 


€. W. BURLEY of New Kensing- 
ton, Pa., (the aluminum city), 
writes: 

“There is more honest-to-good- 
ness common sense in the article 
‘Don’t Tell All You Know’ by Mur- 
ray French, than anything that has 
been published in a long while. 


And that goes for ‘demonstrations,’ 
” 





CARL BURGSTAHLER of F. E. 
Foster & Company in Chicago, who 
has contributed so much to the 
study of the proper care of the 
feet from babyhood to maturity, 
says: 

“Many parents are far too casual 
regarding the selection of shoes 
and shoe fitting for their children 
and many. more have an erroneous 
idea of what is correct. Let it be 
understood that no amount of care- 
ful fitting will suffice unless the 
shoe itself is of good material, good 
workmanship, the correct construc- 
tion and designed correctly. 

“The quality of shoes for Baby’s 
foot should of necessity be of the 
best, for good material, workman- 
ship and design are equally im- 
portant for Baby’s shoes. 

“Then correct fitting of the 


properly designed shoe is just as 
vital as quality and should be in 
all cases done by one well trained 
in the fitting and care of shoes for 
Baby’s Feet. This same care should 
continue thoroughly and diligently 
until the age of sixteen at least, 
for no child’s foot is completely 
formed until this age.” 

* * * 


HEAZEL O'BRIEN, stylist for 
Schwartz & Benjamin of Brooklyn, 
writes from London: 

“Square toes and heels have not 
been shown here and everyone 
looked with amazement at my feet 
when I appeared at the show in a 
pair. In Paris, though, all the lead- 
ing designers were working on the 
square toe last and there was a de- 
cided feeling of interest in them. 


“Paris, as well as lode has 
gone ‘Green.’ In quality as well as 
quantity. Green shoes, bag and 
gloves are seen everywhere with 
both black and brown ensembles. 

“Opera pumps, step-ins and san- 
dals lead in patterns. Pumps first. 
Oxfords mean nothing, in the col- 
lections I saw in Paris as well as 
the ones I’ve seen here. 

“Everywhere in Europe they are 
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looking to America for style, also 

methods for shoemaking—so please 

tell Brooklyn, for me, not to let 

them down on the Spring lines.” 
* * * 


BRIGHT now there are two kinds 
of shoe buyers, those who hate to 
see prices going up and those who 
are glad to see the same thing, 
according to Charles E. Carpenter, 
who covers Denver and the West 
for Paramount Shoe Company. 


7 \M DIZZY 
"ALREADY 
Sg 





“Some buyers, fortunately not 
many,” says Carpenter, “take the 
attitude that when the factory adds 
a dime to a shoe that dime goes 
to the manufacturer as_ simply 
added profit — even though they 
know costs are increasing all along 
the line. 

“Retailers should welcome a 
gradual stiffening of prices. With 
no exceptions in times past when- 
ever shoe retailers have had to 
lie awake nights worrying about 
rising prices, then they made good 
profits. And with no exceptions 
when they lay awake worrying 
about falling prices, then profits 
were hard to make, in most cases 
impossible to make. 

“A few years ago it was com- 











mon to hear merchants say that if 
they could only sell shoes like these 
for a dollar less they could make 
a cleaning. But when that time 


actually came—the ‘cleaning’ was 
farther away than ever. So 
not fight our greatest boon, a grad- 
ually stiffening market.” 


let’s 


* * * 


W.. L. T. to E. T. W.—These 
famous initials played a conspicu- 
ous part in the growth and develop- 
ment of the industry fifty or more 
years ago. On November 6th, W. L. 
Terhune congratulated E. T. Wright 
upon his 83rd birthday, saying: 

“We have both been friends for 
many years, and I rejoice when I remem- 
ber the happy days of your great activity 
in business, as well as mine also. 

“But, Pop, I thought you were many 
years older than [. On Oct. 30 I was 85 
years old, and I'll bet you $100 to $10 
that I can knock the stuffin’ out of you 
in six minutes; but, fortunately for you, 
I am troubled with arthritis. 

“Other than that I am as chipper as I 
was 40 years ago when you used to 
advertise in the Boot AND SHOE Re- 
CORDER and when I used to look upon 
you as one of the ‘Big Watch.’ 

“God bless you and keep you in health 
and happiness. You have lived glori- 
ously in business, political life and in 
fellowship.” 

The Boot AND SHOE RECORDER 
congratulates both grand old gen- 
tlemen upon their birthdays. 


* * * 


Mi. M. McLAUGHLIN of the 
Modern Shoe Store in Albany, 
Georgia, is proud of the following 
letter received from a customer: 


“Remember the Florsheim shoes 
you sold me? You have been fit- 
ting me for years in size 7/AAA, 
but this pair you fitted me in 
7/AAAA and my, they were com- 
fortable. They were my constant 
companion half-way round the 
world. 

“They were new right out of the 
box when I took the boat at Jack- 
sonville. When we landed in 
Charleston I walked around the 
city for hours. When we arrived 


w - 
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THE PLANNING INSTINCT 


vue 





—lIt's a fact, and lamentable too. 
that only about 4% of all enter- 
prises continue in profitable and 
progressive existence beyond a 
single generation. 

—A sad commentary on the average 
business intelligence and effi- 
ciency! 

—Much of this condition is due to 
poor planning or to absolute lack 
of planning. 

—Every business executive worthy 
of the name should have some 
sort of an idea, and plan, as to 
what he and his enterprise are to 
accomplish next year, and the 
year after that. 

—Plans can, usually must, be modi- 
fied or elaborated to meet chang- 
ing conditions, but that's easily 
done if the planning instinct is we! 
developed. 

—The opportunist may win out—but 
the canny planner is the one who 
helps make up that pathetically 
sma'l 4%. 


Suir t Ti... 


President 





in New York, I was met at the pier 
by some friends. I took in some 
shows (still wearing my Florsheim 
shoes). I sailed for London on the 
S. S. Hamburg and I had a swell 
time in these same shoes. 

“From London we went to Brus- 
sels. Then to Amsterdam. From 
there to Hamburg. Then to Ber- 
lin, on to Munich, then to Paris 
and a number of other places too 
numerous to mention. Arrived in 
Albany, Georgia—having worn my 
Florsheim shoes for 45 days be- 
cause they were the most comfor- 
table pair I had with me. 

“Would you like to come by 
my place of business—The Beauty 
Box—and see for yourself how lit- 
tle the worse for wear these shoes 
are for all their hard service? 

Mrs. B. W. Cox.” 

The above letter is the best ad- 
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vertisement for a satisfied customer 
submits the proof. 


% * * 


eBOHN SPIVEY, son of Fred 
Spivey, vice-president of the Muse- 
beck Shoe Company of Danville, 
Ill., tried his first case in the Cir- 
cuit Court of Danville last week. 
Some friends heard his defense and 
were delighted to see that his court- 
room deportment—examination of 
witnesses and conclusions—was so 
efficient that not one correction was 
made by the judge. 

Congratulations to 
attorney. 


the young 
* * * 


MORRIS WOLOCK of Wolock & 
Bauer, features as his salon origi- 
nal, patent piped in gold, “as pre- 
ferred in Paris.” Here’s a brilliant 
idea in outlining the pattern fea- 
tures of a shoe in gold piping to 
give definition to the patent pic- 
ture. A wide buckle one-strap is, 
to use his own words, “original— 
with infinite chic.” 


* * *% 


THE snow is already on the 
range, and Winter shoes are in the 
stores from Conway, New Hamp- 
shire, to the north—and some folks 
already have on their heavy Winter 
boots and woolen stockings, for the 
morning thermometer readings are 


often 32 or below. The White 
Mountain season is extended, for 
there were more tourists among 
the hills over the recent week-ends 
than during any former mid-Octo- 
ber season. The bicycle train runs 
from Boston to Crawford Notch, 
and passengers alight from steam 
cars, climb onto bicycles supplied 
by the railroad company, and go 
wheeling over the mountain high- 
ways. Plans for the “Snow Train” 
are already under way, and so 
are plans for Winter carnivals in 
the mountain resorts, and so it 
looks as if the Winter sports sea- 
son would rise to another high 








peak, with consequent demand for 
ski boots, snow shoes, and like 


equipment. 
* * 


BBERNARD OSWELL of Fortnum 
& Mason, London and New York, 
at the inaugural luncheon of the 
British Quality Shoe Association, 
Ltd., in October, said: 

“There never was a time when 
the outlook of the quality shoe 
trade was brighter. Women are 
spending more money on clothes 
every year, and the time will soon 
arrive when the smart woman will 
feel the same sartorial disgrace 
when she has a cheap pair of shoes 
on as she does when she is dis- 
covered by her friends with a hat 
of inferior quality.” 

There was, however, he stated, 
still a large public which was qual- 
ity-minded in dress, but not in 
shoes, and it was largely the fault 
of the shoe trade that this was so. 
What had the industry done to 
bring to the notice of the public 
the importance of being well and 
correctly shod? The British Qual- 
ity-Shoe Association intended to 
promote propaganda not only to 
educate the public to become shoe- 
conscious and quality-minded, but 
also to assist them to recognize 
quality footwear. 


* *% * 


THE Recorper’s editorial in the 
November 2nd issue—“The Prob- 
lem of Security in the Retail Shoe 
Store” goes a short distance down 
the path of telling the story of so- 
cial security, but our hats are off 
to J. H. Van Deventer, editor of 
The Iron Age, who writes in his 
editorial—“A Search for Security :” 


“The advocates of planned economy tell 
us that it is worth sacrificing personal 
liberty to attain social security. They 
tell us, too, that security cannot be ob- 
tained under our old-fashioned ‘horse- 
and-buggy’ Constitution; that we must 
look abroad to the ‘modernized’ countries 
for our pattern. 

“We looked for security abroad, but 
could not find it. Not in Russia, where 
the whisper of OGPU may send a citizen 
to Siberia. Not in Germany, where less 
than a whisper may deprive a man of 
his living. Not in Italy, where one man’s 
will can send the flower of national 


youth to an Ethiopian graveyard. 
“Elsewhere we searched, until we came 
upon a colony that is a government 
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within a government. And here we found 
people living in complete social security. 
We will let one of them tell about it: 

“‘T live under a system of planned 
economy which guarantees me absolute 
and complete security. 

“*T have a 35-hour working week at 
wages fixed by the State. No boss can 
fire me or cut my wages. 

“The fruits of my labor go to no capi- 
talist or employer, but to the State. I 
pay no fee for insurance, yet if I become 
ill or incapacitated, the State will pro- 
vide for me. 

“*My security is greater than that of 
any millionaire, though I am a poor man. 
For the wheel of fortune may send the 
millionaire to the breadline, but I am 
sure of a roof over my head and enough 
to eat as long as I live. 

“ “Even in case of war, I have security 
from military service. And though I am 
young and strong, I will not be called 
upon to serve my country. 

“Yes, I have achieved a state of com- 
plete social security. Yet gladly would 
I trade it and the whole of my future 
life expectancy for one single year of 
liberty. For I am a convict, serving a 
life term in prison,’ 

“Social security can only be purchased 
at the cost of personal liberty. Is it 
worth the cost?” 


* * * 

MOST singular order of 1935 gues 
to a sporting goods house that had 
a call for a set of boots for a 
donkey—a trained donkey, the pet 
of a Massachusetts man. The don- 
key sometimes is led into the house 
to perform his tricks and it was 
desired that he should have a set 
of boots so his hoofs wouldn’t 
mark up the floor. 
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eVOE QUINN, Selby salesman for 
Missouri, Kansas and Nebraska, 
was the lucky man at the Selby 
semi-annual sales convention held 
at Portsmouth, Ohio, October 26. 
He received the President’s Prize 
for the man who, during the past 
six months, had done the outstand- 
ing sales job. The presentation was 
made by Roger A. Selby. 


* * * 


THE Italian-Ethiopian war is hav- 
ing echoes in Louisville, Kentucky. 
The Oscar Brockman Company, a 
shoe findings firm, has just received 
a check from the Y. Derentz Com- 
mission House, Addis Ababa, for 
shoe soles. Mr. Oscar Brockman, 
president of the firm, explained 
that the order was for the largest 
size sole they make—a size for 
heavy boots and one that can be 
cemented onto a worn pair of shoes. 
The order was shipped some 
months ago. A $2,000 order ship- 
ped to Italy before the outbreak 
of war is still unpaid. 


* * * 


IDR. ALLAN ROY DAFOE, whose 
care of the Dionne Quintuplets is 
known the world over, says: 

“Almost every baby is born with 
feet as perfect as the ten in the 
Quintuplets’ nursery, but think how 
many grown-up feet are disfigured 
or painful. Often they were started 
wrong in infancy.” 





wh! Kr) ‘ G@RARMAM 
wih Mi HUNTERS 


Coach—"'He's been making marvelous leaps ever since he bought those kangaroo shoes.” 








































































GEORGE MILLER President 





WHEN a designer creates a new style, chances are 
that the right of possession is better protected today 
because of the Shoe Fashion Guild of America. Prior 
to the Guild, any design was in jeopardy even before 
its being finished into a pair of shoes in the very fac- 
tory of the originator. Progress toward the protection 
of the designer, maker and the merchant has been 
greatly accelerated by the spirit of the Guild. 

So the time has come for the Guild to make an am- 
bitious step forward through the holding of the Spring 
Showing at the Waldorf Astoria Hotel on November 18, 
10 and 20 of the first fashions for Spring, 1936. 

A group of twenty-six producers of women’s quality 
footwear is held together by the basic idea that design 
can be protected and that better design, better crafts- 
manship and better business is possible through the 
sense of security that comes to the maker and the mer- 
chant by registration and enforcement of design pro- 
tection. The movement for design protection has be- 
come international and in compliment to the Guild, 
the British Quality Shoe Association in London on 
October 9, said: 

“The British Quality Shoe Association has taken 
some leaves out of the book of the American Guild, 
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SPRING OPENS IN STYLE 





OFFICERS OF THE GUILD 


| RE RE en ee George Miller 
Ist Vice-President ................... Murray D. Fine 
2nd Vice-President .................... Julius Pincus 
3rd Vice-President................. Dominick La Valle 
N56 50o om oncxeek eu eee Dan Palter 


Treasurer _. Morgan Grossman 


BOARD OF GOVERNORS OF THE GUILD 
George Miller, Chairman 


George Laird Herbert Garside 
Newton Elkin Benjamin Schwartz 
Murray D. Fine Morgan Grossman 


Dan Palter Andrew Geller 










but it has perhaps improved on their methods. It has 
brought the buyers into the scheme of protection and 
formed a joint organization of buyers and manufac- 
turers in the trade to coordinate, correct and preserve 
the principle of property right in design as an instru- 
ment of fostering appreciation of quality.” 

In France there is a similar organization, the P. A. 
I. S. Syndicate, which registered members’ designs for 
them and protected those designs by judicial or extra- 
judicial methods. 

There was, too, an International Hague Convention 
for the protection of industrial designs. It covered 
France, Belgium, Germany, Holland, Switzerland, Spain 
and a number of less important countries. A design 
registered in any one of those countries was legally de- 
fendable in all the others. Penalties for infringement 
varied from awards of damages to seizure of goods, 
or even the fining or imprisonment of the copyist. 

Here are the basic principles of the Shoe Fashion 
Guild of America: 

1. Each member of the Guild is pledged to respect 
the property rights of other members in Fashions and 
Styles created by them. 

2. A registration bureau has been established to 
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AT THE WALDORF 


NOVEMBER 
8-19-20 


EXHIBITING MEMBERS OF THE GUILD 


Palter de Liso, Inc. 

Pincus & Tobias, Inc. 

Premier Shoe Co., Inc. 

Schwartz & Benjamin, Inc. 

Seymour Troy, Inc. 

The Stetson Shoe Company, Inc. 
and its division 

M. N. Arnold Shoe Company 

Stone Shoe Co., Inc. 

E. H. Strassburger, Inc. 

Tupper, Inc. 

Martin Weinstein Shoe Co. 

Curt Wolfelt, Inc. 


H. Zuckerman Shoe Mfg. Co., 
Inc. 


Carlisle Shoe Company 
Delman, Inc. 

A. Garside & Son, Inc. 

Andrew Geller Shoe Mfg. Co., 


Inc. 
Daniel Green Company 
Morgan Grossman, Inc. 
Grossman's Shoes, Inc. 
Henning Shoes 
Laird, Schober & Company 
La Valle, Inc. 
C. & A. Lo Presti, Inc. 
Meyer Bros. Shoe Co., Inc. 
1. Miller & Sons, Inc. 
Newton Elkin Shoe Co. 


The Twenty-Six Master Craftsmen of 


the Shee Fashion Guild of America 


Plan te Glorify Fashion in Footwear 


which members of the Guild submit styles they con- 
ceive to be novel and ornamental. Sketches so sub- 
mitted are tested against a comprehensive file of “prior 
art” in footwear design. 

3. Retailers throughout the country are requested 
to sign a pledge of cooperation with the Guild to the 
effect that they will not purchase or deal in styles which 





WILLIAM R. PARROTT Executive Manager 


are copies or simulations of styles created by members 
of the Guild. 

4. A non-member manufacturers’ style checking ser- 
vice has been inaugurated as a courtesy function to 
determine whether new styles are in conflict with those 
previously registered by the Guild members. 

5. Amicable settlement of infringement matters, with 
a minimum of time, expense and loss to all parties 
offered under friendly auspices and facilities leading 
to speedy adjustment of the matter by mutual agree- 
ment. 

There you have the background of the Shoe Fashion 
Guild of America, but the November Spring Showing 
is more promotive than protective in the fact that 
twenty-six leading style creators propose to put their 
best foot foremost in the creation of attractive footwear 
for the American public to consume in Spring and 
Summer, 1936. The showing will include all the new 
colors, materials, lasts and types of shoes. Buyers and 
manufacturers will have an opportunity to study the 
price situation as it affects quality shoes for the 1936 
Spring and Summer season. 

Admittance to the showing will be by invitation. The 
leading buyers throughout the country have been sent 
admission cards by William R. Parrott, executive man- 
ager of the Shoe Fashion Guild of America. 




















HOW TAXATION AFFECTS 





EN the lobby of an unoccupied theater on Chestnut Street, Philadelphia, last week, was 
a display board that told the story of taxation as it might well be told in the shop 
windows of America. This board said: “Every time this light flashes, $928 of your 
money has been spent by the government.” The second and larger light flashed and 
$294,696 had been spent in the period of five minutes; and then when nineteen min- 
utes had elapsed, the gong rang—telling of the spending of a million dollars. 

What a graphic way to show the cost of government, with all its present elabora- 










tions. 

We went back to our desk to see in what other graphic form we could convey to 
the public the truth that the power to tax is the power to destroy. We remembered 
the statement made by Commissioner Long of the Tax Department of the State of 
Massachusetts that 20% of the price of any article at retail is taken up by taxes and 
also that Newton D. Baker had said that the cost of taxation in 1934 was $9,000,000,000. 
—or the equivalent of one-fifth of the national income. 

We tried to picture the shoe stores of America telling this story in window dis- 
play—“One-fifth of the retail cost of the shoes goes for taxes.” Such a display in 
every town and city of America would make the American public awake to the need 
for presenting a warning as to future possibilities. Every man, woman and child in the 
United States needs to be told of the most gigantic sum that was ever levied in taxes by 
any government on the face of the earth—and levied by hitherto untested methods of 
taxation. 

The first man to be aroused is the business man himself, for the role of taxpayer is 
one the business man has always played and always will play. This is especially true 
as to the merchant and the manufacturer, for their possessions are visible, get-able and 
therefore inevitably taxable under every form of collection conceivable to 175,417 


sources of authority for taxation. 






















BBUSINESS men never escape taxation and there is seldom any general movement 
toward the reduction of tax burdens upon them until it is too late. We may well ac- 
knowledge the stress of abnormal conditions. We cannot escape a sense of having a 
direct, serious, personal, inescapable interest in this super-business of modern taxa- 
tion. So we say to every man who has anything—or ever expects to have anything— 
and wants to keep it—WATCH OUT. 
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THE PRICES OF SHOES... 


Every farmer, every professional man, every working man of every kind who owns 
his home or has money saved or has a pay envelope—whether he saves anything or 
not, is “a business man” in the sense of having something at stake. There may be cheer- 
ful givers but there are no cheerful taxpayers since long before the days “when Herod 
was Tetrarch” and all men “went up each to his own city to be taxed.” The whole sub- 
ject of taxation has been one of contention, argument and continual change. When the 
weight of taxation becomes intolerable, something happens to a civilization so over- 
burdened. 


THE power to tax is one of the primary, fundamental and absolute powers of any 
organized government—an essential for the self-preservation of the government; but 
it is a power which has often been abused, sometimes delegated, sometimes resisted— 
always jealously watched. 

Every tax payer is at times convinced that he is paying more than his share, but 
of that we will not speak, for in general there has been progress toward justice. From 
him who has much, much can be collected—but to him who has little, the indirect bur- 
den of taxation is relatively greatest. 

No thinking man can escape the realization that under the circumstances of ab- 
normal conditions it has been necessary to increase the public revenues. Unfortu- 
nately, the necessity for increased revenues long outlasts the abnormal period. The 
burden of the World War and the depression will be upon all of us for many years. 

The time has come for the merchant and the manufacturer and each and every one 
of us as business men, to ponder deeply on the burden of taxation and its effect in 
decreasing the exchange and sale of goods and services, for there is a weight of overhead 
on every article that can become so heavy as to prevent its movement in trade—nation- 
ally and internationally. 

It is time for practical enlightenment to be given by the merchant to the public 
through presenting truths in a strictly non-partisan but pro-American business light. It 
is perhaps well to remember that the right of the individual to have or to hold anything 
at all, other than his clothing and his weapons, is not so old as to be of prehistoric 
origin and not so secure in the experiences of other nations at this time. Taxation that 
is too burdensome for business to bear becomes a menace to the American system of 
living. 
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CURRENT STYLE SUCCESSES 


Established Trends which Will Be Featured in the Shoe 
Fashion Guild Openings 


GALLOPING BUCKAROO 


Mandel Bros., Chicago, and 
California, are among many 
retailers who have had sen- 
sational success with this 
particularly salable Kiltie 
tongue shoe. 


THE LITTLE GIRL PUMP 


Bergdorf-Goodman, New York, 
and many other smart stores 
who realized the novelty in- 
terest of the “childish” shoe 
with its squared last, little 
tongue and grosgrain bow. 


. Blater, New York 

ngton. One of the 

smartest of the broad reo 
e 


picture. Note the 

suggestion in the 

interesting placing of the 
perforations. 


THE MILITARY SANDAL 


Franklin Simon, New York. The “pierced” 
treatment, which looks so much newer 
than perforations, is gaining acceptance 
every day. This is a sister shoe to Bonwit 
Teller's famious “‘Damascus Fiat.” The 
material, paten s also Important 


for Spring. BUTTONS 


Shoecraft, New York. The most 
intensively promoted shoe of the 
season. its success has a lot to 
do with the emphasis on button 
fastenings in the new collections. 
It is significant that the square 
toe in th oe outselling the 


1. Miller, Fift ' dq points 

North, South, East and West. A sim- 

ple, low-heeled reverse calf, walking 

oxford. Its success story is lighter con- 

struction which many women prefer 

for town wear ~ Se more rugged weit 
ypes. 
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SET the PACE for SPRING 


all the children of the Shoe 


” 


THESE twelve shoes . . . 
Fashion Guild . . . are all of them “favorite sons. 
They are selling so successfully now that they will be 
continued into the new season with variations of color, 
material and detail. 

There will, of course, be new ideas promoted as the 
Spring progresses, but these twelve are “accepted” 
fashions, that can be counted upon for substantial 
volume in the high style field and for good popular- 
priced business as well. Some of these shoes are sig- 
nificant because of silhouette; others for some feature 
of treatment. 

In silhouettes, the most significant development is the 


PUMP 


—s New 
sd toe and heel 
A arched shoe, 


The 
D’Orsay lige ¥ also signifi- 
xs of stitching are 


THE LATIN 
Bergdorf - 





KIKI 
RUSSIA TRIMMING 


Ming woman, New York— 
two shoes from a group that 
highlight the smart touch of 
contrasting russet leather. 
Sure of its success for Spring, 
particularly for the navy shoe. 


Sommer 





ponre Fifth Avenue. Notab' 
for a very _ interestin 
square last and remarkable 
also for its detachable 
tongue with the Egyptian 
look, a tongue that can be 
adjueted in various were 
and changed to give a 
ferent color accent. 


by RUTH HARRINGTON 


coming to the fore of strapped, buckled and buttoned 
shoes, with a corresponding falling off in oxford sales. 
It is significant, too, that the great majority of the 
“fast” shoes we are showing here are square toed and 
heeled lasts, indicating a peak season for this silhouette 
in the Spring of 1936. The steady interest in medium 
low heels in this Winter’s selling guarantees them a 
promising future for the coming season. The D’Orsay 
line is growing, and, together with new last develop- 
ments, gives the opera pump a new place in the Spring 
sun. 

In trimming treatments, button fastenings, pierced 
cut-outs, which are the newest form of air conditioning, 
and the effective use of color contrast, are current 
fashions that will repeat for Spring. Note, too, that 
these shoes are, most of them, extremely simple shoes, 
but shoes made new by some dramatic interest. 


LORA 


Saks Fifth Avenue. 
that dramatizes the new in- 
terest In color combinations. 
Now being shown 
store in 50 different o 
including Jjewelled 

ments, and to be/featured at 
the Guild opening i : 


A shoe 


this 
ert rs 
trea 


dred different version 


Crawford Hollidge Co., Boog 
a 


typical of the 
Ay in many 
re oxford 


TA 


ea 


TITIAN 


Fyfe Bros., Detroit, Wm. Hahn & Co., 
Washin ton, to name two stores who 
have sold this sandal across the board 
for evening and who expect to fea- 
ture it in combinations for resort and 
in dark colors piped in light for Spring. 














SIX WEEKS TO SELL 


1X selling weeks to Christmas and what’s to be done 
about it? A major push in which salesmanship and 
shoemanship are required, or the same old passive 
indifference to the holiday season that has been tradi- 
tional with shoes for half a century. Every merchant 
must decide for himself. A fast track is built for a 
fast horse, a shoe merchant tells us—a fast six weeks 
ahead. 

The almost universal experience at retail during 
the month of October was that selling was dull, list- 
less and inactive. This wasn’t due to the lack of energy 
on the part of the merchant or the lack of advertising, 
window display and promotion. In fact, the trade put 
its best foot foremost, but the mood of the public was 
elsewhere. We took occasion to go through the Boor 
AND SHOE ReEcorDER for the past twenty-seven years 
to see what might come out of the experiences at retail 
in the months of October and believe it or not, the same 
“soft” spot in business was prevalent in most of the 
years except those affected by war and economic up- 
heavals. Even in the unusual years there was a trace 
of the same lack of public interest in shoes in October. 

Then we took a look at the weather reports to see 
whether the answer was there. And also, believe it 
or not, the almost universal rule of the weather was 
“soft,” fair, pleasant weather. Which again moves us 
to say that there are forces, events and habits influ- 
enced by the weather. When you collect all the facts 
and judge them together, they fall into a new relation- 
ship and possibly reveal truths that might be made 
the basis of a study of retail trade behavior. 

So the dull spot in October was to be expected, as 
a matter of historical sequence. Perhaps the public 
finds in October one of the most pleasant months of 
the year for health and happiness, but not for buying 
and selling. 

Now that October is behind us, what’s to be done 
with November and December? We recommend a push 
on late Fall and Winter types of footwear and a culti- 
vation of public interest in footwear, as part of the 
holiday season in its gift-giving. 

In our studies of selling, laid down against the 
weather chart, we discovered that the Spring months 
show an entirely different picture. There is rain, snow, 
sleet, “soft” and “hard” weather and everything to 
make it a perverse season for the human being as an 
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SWIFTLY 


by ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


individual and yet it is in trade a stimulating season 
in all lines of business. The goods are moved from 
the shelf to the customer, for all man and womankind 
wants to give expression, through clothes, to “One More 
Springtime.” It is the writers and poets who have 
sold us the idea of beautiful Spring. Its real beauty 
is to the merchant in its encouragement of retail buying. 

Take a look at your own records over the years and 
see if they don’t promise direction of effort in contrast 
to hunches and hopes. Straight, steady, continuous 
business is not to be expected at retail. A “bulge” is 
followed by a “sag” and an “up” by a “down.” The 
same holds true of human behavior. These are the 
things that make the merchant a quick-acting business 
man, ready to change his sails even though he keeps 
to his course of every action being true to the direction 
of profit in business. 

A similar situation is characteristic of the rise and 
fall of fashion and the rise and fall of prices. The 
general direction of commodity prices is upward. Yet 
there will be soft spots in-between the movements of 
the market upward. The merchant must plan his busi- 
ness accordingly, for if he pays more for goods, he 
must get more from the public—not in one jump of 
prices across the board, but in lifts on lines that are 
in demand. And it is precisely here where good sales- 
manship comes in. The man who knows his custo- 
mer’s ability to pay and who operates a flexible system 
of store prices will sell not only more shoes, but better 
shoes in the six weeks before Christmas. 

Six weeks to sell—make the most of it. 


And let’s not overlook the accessories and the vari- 
ous extra items that can contribute so much toward 
building a really profitable Christmas business for the 
shoe store. Slippers, hosiery, arctics and other rubber 
footwear specialties, with the various other little acces- 
sory items. All of these can be made to contribute extra 
profits, small in the case of the individual item, but 
well worth while in the aggregate. Effective displays 
and consistent promotion during holiday season can 
turn the trick. 
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| Do YOU EVER PUT ON A ShOW 


IN YOUR SO-CALLED “SHOW WINDOWS"? 








PRICE TAGS won’t stop men, when all shoes 
look so much alike — so you need this new 
mode of attack on chain store competition. 








Men are waiting for a new sales ap- 
peal in shoes. Not a trick or a “fea- 
ture,” but something basic that will 
justify going back to quality at a de- 
cent price. 









There is a dead level of monotony 
in present-day shoe displays, because 
there is no distinctive appeal but the 
price appeal. Shoes look alike to the 









46% of his trade to the chains alone? 


Quality he can’t see, sold by noth- 
ing more tangible than atmosphere, is 
not going to make a man pay $7.00 
when he can buy at $3.95 — no matter 
how great that unseen difference may 
seem to us from our inside knowledge 
of the shoe business. 











The time is ripe for some genuine 
showmanship in shoe retailing. The 
















layman — so why shouldn’t he give © 


quary, 


ELF SUPPORTING 





way is open for a merchandising idea 
which in itself —without forcing or 
exaggeration—has the dramatic qual- 
ities that are necessary to draw the 
crowds. 


If you are looking for an idea of 
that calibre — if you are not satisfied 
to sit and wait for miracles, but prefer 
to do some hard work and spend some 
real money for promotion right now 
— we have a program that will change 
the whole course of your business, as 
it is already changing ours. 


We have an idea so revolutionary 
that the price tag is unimportant — a 
sales appeal so dramatic that your 
salesman puts on a one-man circus, 
and your windows pull men in as they 
never did before. 


But unlike a circus, this idea is not 
here today and gone tomorrow. It is 
the most remarkable exclusive repeat 
proposition in a generation — with 
everything you need to make a lasting 
success. Write or wire for information. 


Ub 


WALTER BOOTH SHOE COMPANY, 302 North Broadway, Milwaukee, Wis. 
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of Attention 





Q@NE question that has been asked more often than 
any other is—“What has happened to the boys’ shoe 
business?” 

Family shoe stores especially are asking this ques- 
tion. And it is well they should, for a large part of 
this business has been allowed to drift away from the 
natural source of supply. 

Take the case of the Baker Bros.’ shoe store in Brock- 
ton, Massachusetts. This is a family shoe store which 
has been selling quality shoes since 1896. The store 
has enjoyed a satisfactory business on women’s shoes; 
on men’s shoes, on children’s shoes, an exceptional busi- 
ness in hosiery and even developed an outstanding 
trade in men’s ties and accessories. As far as boys’ 
shoe selling was concerned, Lee Baker was so busy 
promoting the various activities in this fast moving 
store that the fact that there were many boys in and 
around Brockton was almost overlooked. 

A condition of this sort really exists in many live 
family shoe stores all over the country, so the story of 
what was happening in the Baker Bros.’ store is by 
no means an isolated case. 

Discovering that one has let a most profitable part 
of a business slip away is an awakening to lost pos- 
sibilities. Baker woke up to that realization this past 


SIMPLE NEWSPAPER ADS OF THE SORT 
THAT PRODUCED SURPRISING RETURNS 
FOR BAKER BROS. 


BUILDING BOYS: BUSINESS 


How a Family Shoe Store Staged a Come-back 
in a Branch of the Shoe Trade that Many Re- 
tailers Have Permitted to Slip through Lack 
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Summer. He found he was not selling enough boys’ 
shoes to warrant carrying them. Something drastic 
must be done. Either the boys’ department must be 
made profitable or else—boys’ shoes must be discarded. 

A way was found which resulted in the selling of 
as many pairs of boys’ shoes in the months of August 
and September as were sold during the entire previous 
year. 

A good in-stock line of shoes was picked. Boys’ 
shoes were dramatized and publicized. The response 
was immediate acceptance. 

It is necessary to go into the background of this 
store a bit to fully understand the reason why the 
boys’ business showed such a remarkable comeback 
from a few good windows and some newspaper ad- 
vertisements. It must be repeated that this store has 


been operated as a quality family shoe store for a 
period of nearly 40 years. The type of shoes sold and 
how they were sold has been a matter of prime im- 

portance to the management. 
Few stores have the record for consistent newspaper 
[TURN TO PAGE 42, PLEASE] 



















Good New... 
. School Shoes 















KER’S better shoes 
3 you money. 
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Announcing 





EDWARDS’ NEW 
FEATURED SHOE 






WITH PROGRESS 





IN STEP 







The House of Edwards continues to lead 


the way! To the proven qualities of Softees 





...fine selected materials, skilled workman- 







ship ... have been added all the advan- 
tages of Edwards’ featured shoes, plus the 


flexibility and durability of fine KIDSKIN. 
















Softees All children’s specialists, all Junior Shoe 


of Kidskin 


CorecTred No.1 and Arch-Grower No. 1 demand for footwear that aids perfect pos- 
New Size Range — 3-6 





Dealers will welcome this new shoe. Meet the 






ture and assures body balance. Edwards 








now carry this line in stock! Order now! 







J. EDWARDS & COMPANY 
314-322 N. 12th ST... PHILADELPHIA 
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WITH the approach of Winter and the greater em- 
phasis on indoor sports, the shoe merchant is again 
confronted with the problem of merchandising this 
class of athletic footwear. Let us be practical enough 
to neglect our selfish merchandising angle for the pres- 
ent, while we concern ourselves with the factual shoe 
requirements of such specific active games as basket- 
ball, volley ball, handball, squash and badminton. 
Every progressive dealer who sells canvas rubber- 
soled footwear which is made to order for special 
sports, realizes the important profit possibilities which 
lie in the intelligent merchandising of such items. 
Basketball, squash, tennis, volley ball, badminton and 


FAST 
FOOTWORK 


And Profits Will Accrue to Stores 
That Cultivate Intelligently 
the Market for Basketball, 
Squash, Volley Ball, Badminton 


and Soft-Ball Footwear 


by HARRY R. TERHUNE 
Field Editor 


CANVAS 


Fabrics and leather featured in active 
sports footwear. The fast pace of 
active play makes durability and sup- 
port essential. High and low cut 
models with special support features. 


SURE SOLES FOR SHORT STOPS 
(LEFT) 


Various types of effective quick stop- 
ping soles. The cleat used out of 
doors for sloppy football and soft ball 
fields, the suction, crepe and gum 
rubber soles for indoor use. 


softball, are all sports which require fast and sure 
footwork and the ultimate in foot comfort. Ardent 
players of these sports require footwear which is made 
especially to suit their demands and they will go to 
the dealer who has a complete line of such shoes and 
who displays them intelligently in his window and 
store. 

These specialized canvas rubber-soled shoes should 
not be treated like his general line, but should be fea- 
tured prominently as special shoes, made for special 
purposes. For instance, dealers find that their basket- 
ball shoes should be displayed in a basketball environ- 
ment. Perhaps a basketball in the window, together 





CALLS 


with a news photo of a basketball action scene, will 
furnish a suitable setting—or it may be an actual 
basketball hoop and net. At any rate, the setting should 
suggest the shoe as a special item and not as part of 
his general line. : 

Foot sureness is important in most sports and a 
wide variety of soles is provided by manufacturers. 
Natural crepe, buffed crepe and the ever-popular 
molded sole, all give good traction and ground-grip. 
Often it is a matter of personal preference on the part 
of the individual player as to just which type he pre- 
fers to wear, but he will buy from the dealer who has 
a complete line in his store from which to choose. 
Most good dealers display both the side view of the 
shoes and the sole view when featuring these special 
shoes. 

Dealers who merchandise these special shoes during 
the right seasons find that they not only gain a good 
share of sales which they would otherwise not enjoy, 
but in addition they establish their store as one in 


FOR SURE 


SHOES... 


which a complete line is carried in a wide range of 
styles, types and sizes. 

Retail shoe stores up to the present time have not 
been very successful outlets for special sport shoes. 
It is true that the retail shoe stores try to sell a number 
of white oxfords for ordinary tennis and some for bas- 
ketball. However, as a whole, the usual practice is for 
the consumer to go to a regular sporting goods store, 
not that the sporting goods store can serve the trade 
any better than the individual shoe store, but that they 
dramatize the indoor sports and talk the language of 
the game. 

Possibly the best opportunity lies in the retail shoe 
store located in the smaller town, where there is no 
such a thing as a sporting goods store, except, perhaps, 
the hardware store around the corner. In this case, 
however, the retail shoe store has got to do something 
to bring basketball, squash, handball and other shoes 
to the attention of his customers, such as a window 

[TURN TO PAGE 40, PLEASE |] 
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Chicago Shoemen Announce 


BELEADING retailers and manufacturers of Chicago, in- 
vited by John O’Connor and Otto Hassel, assembled at 
the Palmer House in Chicago, on Oct. 31, 1935, to 
officially welcome and announce the First National 
Shoe Fair. 

The gavel of Otto Hassel, Chairman of the meeting, 
struck a sound note of cooperation and presented in 
turn James E. Wall, Chairman of the National 
Shoe Fair, President M. A. Mittelman of the National 
Shoe Retailers Association, Committeemen Howard S. 
Smith, L. E. Langston and Herbert N. Lape. 

Shoemen of Chicago, enthusiastic in the opportunity 
to welcome the entire industry predicted in the words 
of Mr. Hassel: 

“The First National Shoe Fair will offer to every 
shoeman an opportunity to study trends and changes 
in an evolving industry. We, the shoemen of Chicago, 
extend to every retailer and manufacturer of shoes, 
accessories and allied products, an invitation to come 
to Chicago on Jan. 6, 7, 8 and 9 to view the hundreds 
of products on display, to confer with fellow shoemen, 
and to take part in convention forums. Chicago, at the 
cross-roads of the nation, will offer its facilities and 
friendliness to the thousands of shoemen who will take 
part in the first unified National Shoe Show and ex- 
position.” 

Chairman Wall of the Joint Committee, speaking in 
behalf of the National Shoe Retailers Association and 
the National Boot and Shoe Manufacturers Association, 
struck the dominant notes of the meeting when he inter- 
preted the spirit that inspires the National Shoe Fair. 

Mr. WaLL: We are gathered here today to fire the 
first shot in the publicity campaign of the National 








Shoe Fair to be held here in January. Our Shoe Con- 
vention next January will be the largest merchant 
meeting in the industry. It will also be, I believe, the 
largest Shoe Convention we have ever had in our in- 
dustry. I presume that sounds like a broad statement, 
but I believe it is a true one. We desire not only a 
meeting of great size and scope, but also a meeting 
that will offer the utmost to the visiting shoemen. 

The executive committees of the National Shoe Re- 
tailers Association and the National Boot & Shoe Manu- 
facturers Association decided to join forces for the best 
interest of the whole industry, and accordingly have 
cooperated in action and enthusiasm and have created 
the only unified national shoe exposition for 1936. 
These two associations decided that they were going 
to give to the industry something that would prove 
instructive, interesting, entertaining and educational. 

Already more than 500 display rooms have been 
assigned to manufacturers representing every style and 
type of shoe in every shoe section of the country. It 
is now up to us to stimulate an acceptance by the re- 
tailers of the country, that will compare to the enthus- 
iasm already displayed by our 300 exhibitors. 

As chairman of the committee in charge of the Fair, 
I want to give you just a brief outline of what we are 
doing: Our committee consists of 10 members—five 
manufacturers and five retailers, and we are trying to 
approach the convention problem from a new angle. 
We are forgetting politics and the other side issues that 
might be detrimental to our great shoe meeting, and 
are freshly striding down the cooperative path. 

Cooperation has been the keynote, and we have 
already received considerable suggestions from hun- 





ine 


tai 
me 


anc 
ven 


Sho 
I ag 
for 










BOOT AND SHOE RECORDER, November 9, 1935 


NATIONAL Shoe Fair 


Cooperation The Keynote for First National 


dreds of shoemen, indicating that the entire industry 
from the tannery to the shoe-shop, from the fitting 
room to the president’s desk, is contributing to the 
success of our enterprise. 

We have only one simple thought in mind: To put 
on this year the largest and best show possible. That 
is one reason that we have selected Chicago as the con- 
vention center, in spite of the fact that six members of 
our committee live within 200 miles of the Atlantic 
coastline. To us, Chicago is famous for central loca- 
tion and the convenience of its magnificent hotels. 

It seems that every shoeman wants to join with us 
in making the First National Shoe Fair a great success. 
Evidence of your cooperation is apparent. You have 
organized this meeting today in our behalf and in 
behalf of the entire shoe industry. It is a grand co- 
operative gesture on your part and a sincere promise 
that you will keep your interest in our show alive. You, 
as local men, are handy to the offices of the National 
Shoe Fair and can offer many suggestions that will be 
valuable to the men on the scene. We urge you to do 
this. A convention is a great success only when it is 
the product of many minds and the result of careful 
planning. 

The National Shoe Fair Committee extend to you 
an invitation to participate in all of our activities, and 
we hope that you will contribute your Chicago pride 
and shoe prestige toward the successful creation of an 
exposition and convention that will be a tribute to our 
industry. 

Continuing in the same fine cooperative spirit, Mr. 
M. A. Mittelman, president of the National Shoe Re- 
tailers Association, cited the importance of these trade 
meetings, in which manufacturer and merchant mingle 
in the betterment of service to the public. 

Mr. Mittelman, in praise of the past trade meetings 
and in prediction of the success of the next Shoe Con- 
vention, said: 

“This town has in the past put on some pretty fine Shoe 
Shows, as we did a!so in Milwaukee and in New York, and 
I agree with Mr. Wall, after going over some of the records 
for the next Fair in January, that the job that they are 
doing and have done so far indicates that the Show is 
going to be an even greater success. 

“T call on all of you for your cooperation. I believe this 
getting together of the manufacturer and retailer was one 
of the greatest things that ever happened.” 

Flavoring enthusiasm with humor, Herbert N. 
Lape of the National Shoe Fair, carefully illustrated the 


Shoe Fair, January 6, 7, 8 and 9. Meetings to 
Feature Best Efforts and Good Will of Entire 
United Industry. Initial Plans Laid at Chicago 
Meeting of Merchants and Manufacturers 


need of spirited support and “extreme” cooperation. 
He said: 

“T don’t think we have a right to take too much credit 
to ourselves. The cooperation we have received from - 
the newspapers and from those members who are asso-_ 
ciated with us has been beyond my expectation. Co- 
operation is one thing that we must have. 

“T am sure that you are going to find the Shoe Fair 
in January different from what you have been in the 
habit of seeing. You will have considerably more in- 
terest in it, I believe.” 

Committeeman Howard S. Smith forcefully carried 
on: 

“IT have been appointed by our president, Frederick 
A. Miller, in his absence to express to you his 
great regret in not being able to be here, and the 
assurance of the National Boot and Shoe Manufacturers 
Association’s fullest cooperation in presenting this 
Shoe Fair. May I read a telegram just received from’ 
the association: 

“President Miller of our Association regrets that because 
of his attendance at meeting of National Business Confer- 
ence Committee in New York, October 31, he will not be 
able to attend meeting in Chicago stop Mr. Miller has 
arranged for Howard Smith, of J. P. Smith Shoe Com- 
pany, who is a member of the Executive Committee and 
Director of our Association to be present in his stead and 
to extend to you the best wishes of our Association in the 
joint efforts of the National Shoe Retailers Association and 
our Association toward making a success of the National 
Shoe Fair stop Our officers and directors and our staff 
wish you to know that we are desirous of extending every 
possible assistance and cooperation.” 

Committeeman, L. E. Langston, as Chairman of the 
Finance Committee assured the careful conduct and 
skillful operation of the National Shoe Fair. 

The meeting, well attended and enthusiastically sup- 
ported, finally launched the plan of promotion of the 
National Shoe Fair. Henceforth, the committee, co- 
operating Chicagoans, and the office staff will attempt 
to convey to the entire nation the new spirit in evidence 
of the First National Shoe Fair to be held Jan. 6, 7, 8 
and 9, 1936, in Chicago. 








Drought Hides 


ACTION of the Tanners Council of America in adopt- 
ing a resolution at its recent convention in Chicago, 
providing for the appointment of a committee to 
negotiate with the Government for release of not more 
than ten per cent, nor less than five per cent of the 
drought hides, calf and kip skins held by the Federal 
Emergency Relief Administration, within the next 60 
days, brings to the forefront a question that has been 
puzzling many a shoe man for the past year, namely: 
What will happen to leather prices when the Govern- 
ment begins to market these hides? 

The drought hides, it will be recalled, represent the 
take-off from cattle bought by the Government as a 
part of its relief program during the destructive dry- 
spell that overspread vast sections of the Middle West 
and Far West during the Summer of 1934. Various 
plans for their utilization were proposed at that time, 
but, largely as a result of requests from the leather and 
shoe industries, it was finally determined to place them 
in storage until some future time when they could be 
marketed without undue disturbance of the leather 
market or without causing the sort of destructive com- 
petition that would result if the Government used them 
directly in the manufacture of shoes for the needy. So 
this seemingly vast supply of hides and skins was 
placed in storage. And in storage they still remain. 
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and Leather Prices 


Do the 2,000,000 Hides and Skins Held by the Govern- 

ment Constitute an Important Potential Factor That May 

Alter the Trend of the Market When Released? Or Is 

the Importance of Drought Hides as a Price Influence 

Largely Over-rated? Pertinent Questions in View of the 

Tanners Council's Resolution Asking Release of 5 to 
10 Per Cent. 


Meanwhile, and for many months, the ghost of 
drought hides has kept popping up in the leather mar- 
kets, constituting the great unknown factor in every 
current discussion of price conditions. These hides, 
ripped from the bodies of half-starved cattle, were 
said to be “hanging over the market”—the inference 
being that, if released, the price situation would be 
far different from what it is today. 

Would it? 

In the not too distant past, a number of reputable 
tanners set out to get the answer to this question— 
honestly. They all tell different stories about their suc- 
cess or lack of it—but all agree on certain essentials 
which can be boiled down to this: 

Even after making the most careful selection of these 
Government-owned hides, they estimate that not more 
than 25 per cent of the steer hides can be made into 

[TURN TO PAGE 44, PLEASE] 
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Nitrep 


DUPLEX LasT Y 
Se Yr 


—and going places in a hurry! Vani-Tred High Styled Little- 
ways and Duplex Last Welts for Women — Lovely to look at — 
Delightful to Wear; Betty Anns for Growing Girls — trim, sen- 
sible welts that girls adore and mothers appreciate; and a sturdy 
line of good-looking Dress and Service shoes for Little Men and 
Boys, which includes the Excelsior Official Boy Scout Line. 


Here’s a fine money-making shoe family that any retailer can be 
proud to “show off” to his customers. They will help you make 
money this season and every season. 


Vani-Treds $5.00 and $5.50 — Betty Anns $4.00 — Boys and 
Official Scouts $4.00 and $5.00 (at retail). Great values with an 
ample mark-up for you. Write for In-Stock Catalogs and full 
details. 


BE SURE TO SEE EXCELSIOR’S NEW SPRING 
LINES before placing your spring orders — Each line 
offers a splendid merchandising opportunity. Your Ex- 
celsior representative is on the way — wait for him. 








EXCELSIOR SHOES, INC. 


a Selby Subsidiary 
PORTSMOUTH, OHIO 
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GET YOUR 


WHY not put in your first Christmas displays before 
instead of after Thanksgiving? Why not have a co- 
operative Christmas Gift Section (or spread) Just For 
Shoe Stores in the newspapers the Sunday before 
Thanksgiving, with a repeat two weeks later? 

Why not have a Christmas gift folder put in every 
package that goes out in November, with some left over 
to include with Dec. 1 bills? 

Why not arrange displays of unusual interest in the 
store, so as to have “something special” to talk about in 
your Christmas ads? 

There are mighty good reasons for all those “Why 
Nots.” Think this one over! 

Two of the most important Christmas gift items are 
regular stock in the majority of shoe stores. Yet the 
department stores step in (or step out) and take the 
bulk of the Christmas hosiery and slipper business. 

Mainly because, in far too many towns, the shoe 
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CHRISTMAS TRAFFIC STARTED EARLY 


stores are resigned and make no aggressive effort to 
get Christmas business. This, in spite of the fact that 
those shoe stores that do a real merchandising and 
promotional job, find December a mighty profitable 
month, 

Why not go cooperative? 

“Your Shoe Store Is a Christmas Store!” 

That idea can be promoted cooperatively just as 
well as Foot Health or sport shoes or Fall opening. 
The main thing is that the shoe stores must all “doll 
up” in holiday trimmings, get gift merchandise well 
displayed, and then— 

Suppose a big double-spread in the papers burst 
upon a surprised public the Sunday before Thanks- 
giving—and Monday morning found every shoe store 
all dolled up inside and out with window and interior 
displays, proving that “Your Favorite Shoe Store Is 
a Christmas Store.” 

The date suggested for the ad takes consideration of 
the “time” element—the early “surprise” attack. To 
come dragging along, trying to crowd into the picture 
after all the other stores have loosed their “barrages” 
would not be nearly as effective. 

And while you’re about it, why not use a decorated 
float on a truck (a Christmas Tree and a Santa Claus, 
perhaps) with signs on each side, “Your Shoe Store 
Is a Christmas Store.” Putting the names of the stores 
on the sign means too much detail. 

Who should be more logical gift customers than your 


har ( 
ey An attractive folder design suitable for 
eee is 











a ied letter press, offset or stencil reproduc- 
eer ae, tion. Size 4 x 9 inches. Four pages 
es bees Cute} give ample space for shoe illustrations. 
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A Cooperative Spread, Featuring 
Shoe Stores as Gift Stores, is but 
One of Many Ways to Get More 
Holiday Business 


by R. E. ANDRUSS 





own regular shoe customers? All during November, a 
gift folder should be enclosed in every outgoing pack- 
age. And why not send a letter to business men who 
have several women in their offices to remember? 

Tell him the prices, with descriptions, of your hose, 
and that if he will call in or call up, and tell you the 
the names of the women employees he wishes to remem- 
ber, the number of pairs for each, and the price of the 
hose he chooses, youll wrap and send them, with an 
“exchange” card, should different size or shade be 
desired. ‘ 

While hosiery and slippers are the stars of the Christ- 
mas season, don’t forget that almost every item in the 
store becomes a gift item if it is dressed up in holiday 
wrappings, and given good display. 

Now let’s get back to the early start. On Thanks- 
giving Day an enlarged copy of the genial Santa-Cop 
that heads this article, could stand in your window 
pointing to a sign—“Next Comes Christmas!” The day 
after Thanksgiving, change the sign to read, “Shop 
Early and Avoid Traffic Jams in the Store Aisles.” 

Fix up a traffic light that alternately changes to red 
and green, for realism and eye attraction. Feature 
your special values as “Traffic Stoppers—Give your 
Xmas funds more mileage.” 

To enlarge the Santa-Cop sketch, make horizontal 
and perpendicular lines one-fourth inch apart over the 
sketch, with a sharp pointed pencil. Make the same 
number of lines, each way, on the wall board or 
Upson board to divide the predetermined height and 
width into the same number of squares as there are 
over the sketch. Then fill in outline, following the 
guide of the smaller squares. Get real holiday atmos- 
phere into all your advertising and displays, right up 
to Dec. 24. And back up good advertising and displays 
with gift wrapping service and mailing facilities, parcel 
checking and a convenient chair or two (not fitting 
chairs) for tired gift seekers to rest. 

Proof that it pays will be found in the aggressive shoe 
stores which have already established themselves as 
Christmas Gift Stores through keen promotion and good 
merchandising. 
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Four-page folder, size 3!/2 x 6!/4 inches, 
using device shown and ribbon motif. 












Novel device for use on a folder, as 
a poster or in your newspaper ads. 


Twelve-page folder, 
three four-page sec- 


tions stapled to- 


gether. Page size 
3 x 5'/ inches. 




























































The 
YOUNGER GENERATION 























CARL F. SCHORN 


THE fourth consecutive generation of Schorn to engage in the 
tannery business is Carl Schorn, C.E., E.E. Graduated from the 
University of Detroit Engineering School in 1931, he went into the 
tannery not green but thoroughly saturated with tannery talk since 
childhood. As his father, Nick J. Schorn, puts it: 

“He showed such promise that after explaining to him just what 
was involved in the making of calf leathers of quality and furnish- 
ing him with the formulas (so that the continuity of the processes 
which I intended using are always available to him), I turned the 
mechanical phase of the picture over to him entirely. It is only 
fair to him to say that he has handled the problem in a masterful 
fashion. Had Mr. Schmidt lived to have seen the improvements 
which were made in the plant, I am sure that he would have 
beamed with joy over the fact that his namesake, Carl, had done 
so thoroughly a Schmidt-like job. The tannery today is, unques- 
tionably, one of the most efficiently arranged plants in the industry 
and each day is adding to the picture, and Carl deserves every bit 
of credit for this accomplishment. 

“He is now directing his attention to the tanning side of the 
picture. 

“I have no hesitation in saying (and this is not a father speak- 
ing) that all of the men whom I have employed since 1900, many 
of them exceptional men, he is the best man I ever hired, and as 
he has the good sense that will keep his feet on the ground, the 
industry will hear from him as the years roll by.” 

Carl F. was born Oct. 17, 1907. He married last December and 
has just become the father of a son, Carl Bradley. Carl is execu- 
tive vice-president of N. J. Schorn & Co. 
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By 
John L. Harris 


KNOWLEDGE 
IS POWER 


THE Katzenjammer twins put on a 
good show and “get away with it” for 
a while. In the end, they take their 
usual licking. 

I enjoy them because of the in- 
genious methods they find to get into 
trouble. Incidentally, they teach our 
children that it doesn’t pay to be mis- 
chievous, since their pranks always 
wind up with a licking. 

Let’s stretch our imagination a bit 
and see if we cannot take a lesson out 
of it ourselves—for business reasons. 

There are two mischievous rascals 
unconsciously active among sales- 
people. If permitted to continue un- 
checked, these mischief makers will 
surely bring any salesman to his day 
of reckoning—loss of job—(and 
that’s some licking). 

These twins are, “I don’t know,” 
and “Haven’t got it.” 

They may bring you some “quick 
results” for the time being (in getting 
away with it) but it is just a question 
of time when “Captain Employer” 
and “Ma Customer” catch up with 
you, and then—a-job-hunting you 
will go. 

I know of nothing that will cause 
resentment to appear more quickly 
than the “pop up” of one of these 
twins. By what method of reasoning 
has a salesman the right to “cut off” 
the possibilities of a prospective sale 
with, “I don’t know,” or “Haven't 
got it!” 

If you want to sell more goods, 
learn more about your goods. “Knowl- 
edge is Power.” 

Men have been known to spend a 
lifetime learning facts about birds, 
snakes or plants just for a hobby. How 
much more important that you learn 
all the facts about the “very things” 
that bring you a living? 

[TURN TO PAGE 44, PLEASE] 
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922—W hite Wash- 
able Kid, 12/8 Ser- 
vice Wood Heel, 
Sizes AAAA-D, 3!/2- 
; See eer $4.20 


7069—Black Kid, 
12/8 Service Wood 


Heel, Sizes AAAA-D, 


LC: a aa $4.20 


REG.U.S. PAT. OF F. 





for 


Professional Women 


Year after year sales are steadily increasing in 
Treadeasy Zephyr-Weights, for they are light- 
weight shoes that are unusually flexible and 
durable. Designed for prevention rather than 
correction, they promote foot health by exercis- 
ing foot muscles. 


Treadeasy Shoes for professional women hold 
their shape perfectly and the specially moulded 
leather saddle has a firm bandaging effect that 
prevents fatigue. 


For satisfactory daily service ... for successful 
year round selling. Treadeasy Zephyr-Weights 
are popular with customers and retailers alike. 
IN STOCK for immediate delivery. 


NEW YORK CITY SALES OFFICE - - 944 MARBRIDGE BUILDING 
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Fast Footwork Calls for Sure Shoes 


display at certain advantageous sea- 
sons. For instance, about the first of 
September a window featuring shoes 
for gymnasium as applying particu- 
larly to schools; some time in the 
month of November, about the middle 
or last week, a Winter display featur- 
ing basketball shoes, which would also 
allow the store to include athletic socks, 
if it sold them. This display of basket- 
ball shoes might be combined with a 
display of squash shoes and handball 
shoes for the indoor court; in early 
Spring, or as soon as it starts to warm 
up, a complete window on tennis and 
again feature handball shoes for out- 
door courts, 


Competition from Sports Stores 


One of the greatest obstacles today 
is the fact that the average handball, 
squash and badminton player is apt to 
wear a pair of regular canvas shoes. 
Of course, most manufacturers make 
shoes especially for the different games, 
like a handball shoe having an extra 
toe strip to reinforce the shoe against 
the constant dragging over cement 
floors, the squash shoe with the extra 
instep stays, and so on. Therefore, the 
shoe store can often show the average 
player of these games—and he gets 
his volume from the average, not from 
the expert—that there are shoes made 
for these sports. Half the time players 
don’t know anything about them. 

Another feature in selling sporting 
footwear is that of atmosphere. You 
have got to enthuse a sport lover, and 
in any window display of basketball, 
handball, squash or other shoes, the 
store should put in plenty of atmos- 
phere. If it is a basketball window, 
put in a uniform, a couple of basket- 
balls and other equipment. The same 
with the other games. 

What the retail shoe store has to 
cope with is the fact that the average 
sport enthusiast is accustomed to go- 
ing into a sporting goods store for his 
footwear. If he buys this footwear at 
a retail store, then he usually asks for 
just an ordinary pair of canvas shoes. 
If he is in a town where there is no 
sporting goods store, he usually finds 
that there also isn’t a squash court, 
handball court or the usual facilities 
afforded by the larger towns or cities. 

That leaves the shoe store in rather 
a spot, and the shoe man’s job is to 
overcome the sales resistance caused 
by the following: 

1. The sporting goods store. 

2. The player who doesn’t know any- 
thing about specially built sport shoes. 

3. The higher price on specifically 
built footwear for ordinary canvas 
shoes. 

Any retail store going into the sports 
footwear end of the business will have 
to be very patient. Undoubtedly, he 
will get results in the end, but he will 





[CONTINUED FROM PAGE 31] 





DATES TO REMEMBER 


Shoe Fashion Guild Spring Style Showing 
Waldorf-Astoria Hotel, N. Y., 
Nov. 18, 19, 20, 1935 


Boot and Shoe Travelers Association of 
New York Beefsteak Dinner, Hotel Mar- 
tinique, New York, 7.00 P. M., 

Nov. 26, 1935 


National Shoe Travelers’ Association Con- 


vention, Palmer House, Chicago, 
Jan. 3, 4, 1936 


National Shoe Fair and Joint Convention, 
National Shoe Retailers Association 
and National Boot & Shoe Manufac- 
turers Association, Chicago, 

Jan. 6, 7, 8, 9, 1936 


Michigan Retail Shoe Dealers Association 
Convention, Detroit. .Jan. 12, 13, 14, 1936 


Indiana Shoe Buyers Week, Indianapolis, 
Jan. 26, 27, 28, 1936 


Northwestern Shoe Retailers Regional 
Association Convention, Hotel Radis- 
son, Minneapolis ........Feb. 2, 3, 4, 1936 


Texas-Oklahoma Shoe Retailers Associa- 
tion Convention, Fort Worth, 
Feb. 9-11, 1936 


Middle Atlantic Shoe Retailers Associa- 
tion 22nd Annual Business Meeting and 
Exhibition, Hotel Adelphia, Philadelphia, 

Feb. 10, 11, 12, 1936 





have to feel his way along and he will 
have to be willing to sacrifice some 
very profitable leather shoe windows 
for special displays of basketball, 
squash and other sporting shoes. 


Increased Tennis Shoe Sales 


One leading New York sporting 
goods store greatly increased its sales 
of tennis oxfords during the past Sum- 
mer season by displaying the oxfords 
in combination with slacks and sweaters 
of harmonious colors. A typical tennis 
background of balls, rackets, action 
photographs and tennis paraphernalia 
of various kinds gave the window a 
pleasing tennis atmosphere. The shoes 
became at once specialized tennis shoes 
made to order for the game in this set- 
ting and they immediately attracted 
the attention of the tennis players 
passing by. 

Every dealer in canvas rubber-soled 
footwear would be wise to analyze the 
sports activities of his particular com- 
munity during the various seasons of 
the year and to gauge his activities in 
merchandising specialized shoes accord- 
ingly. He will not only add the sales 
of these special shoes to this regular 
business, but he will add to his stand- 
ard business as well. It must be re- 
membered, however, that specialized 










shoes must be prominently featured as 
such if they are to be sold profitably 
throughout the year in good volume. 

In a recent interview with Max W. 
Miller, president of the Iowa Y.M.C.A. 
Physical Director’s Society, many en- 
lightening facts relative to the use of 
proper shoes in above mentioned games 
came to light, particularly the abuse 
of feet often leading to permanent foot 
injury, due to the use of improper 
athletic footwear. 


Physical Director's Viewpoint 


Mr. Miller’s views are especially in- 
teresting because they combine not only 
the physical director’s angle, but also 
the retailer’s angle, Mr. Miller having 
managed a successful sporting goods 
store himself. He said: 

“Few shoe dealers realize the tre- 
mendous increase that has come in th: 
use of canvas rubber-soled shoes for 
indoor athletics, nor do they realiz 
how profitable this business can be i! 
propertly handled. 

“To share in this profitable business 
the dealer must first study the require- 
ments of the men and boys engagin:: 
in these indoor athletics.” 

When asked, “What are the show 
requirements for these indoor games?” 
Mr. Miller replied: 

“The modern game of basketball with: 
the ‘fast break’ employed by many 
leading coaches, the strenuous taxa 
tion on the physical energy of basket 
ball players, certainly demands the bes 
footwear that thinking manufacturers 
can develop. Basketball shoes shoul! 
include at least these absolute necessi- 
ties: A sturdy, flexible sole that will 
stay put on a clean maple surface 
whenever occasion demands a quick 
stop; a cushioned heel to prevent 
dreaded stone bruises; a moulded or 
built-in arch support of proper propor 
tion and intelligent construction; a 
durable, insulating insole with smoot) 
edges; and a strong, snug-fitting upper 
providing efficient ankle protection. 

“With reference to indoor games of 
the non-contact variety such as volley 
ball, handball,.squash and badminton, 
I personally prefer a low shoe with al! 
other features as embodied in the per- 
fect basketball shoe. This personal 
preference seems to be consistent with 
the choice of champions in these sports, 
especially in the big tournaments where 
ankle-freedom and unhindered circu 
lation have a tendency to lighten the 
load of physical exertion at the en 
of a long grind. For average use, how- 
ever, a good basketball shoe will fill 
the bill for most games of this type. 

“A pitiful issue that comes into the 
experience of all directors of physical 
education, is the matter of cheap, il!- 
constructed gym shoes so often sold to 
[TURN TO PAGE 80, PLEASE | 
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Laird, Schober Sales Policy 


O 

< A Completely Coordinated 
Zz 
” tor Spring 


Our new prices on Laird, Schober style turns this 
fall proved so successful in producing sound new 
business that we are now providing a permanent 
sales stimulant in the form of a completely coordi- 
nated Laird, Schober sales policy. 





Under this policy, which is effective with spring 
business, we are introducing a new line of shoes to 

sooth a be known as "Laird-Craft by Laird, Schober.” Wher- 
ude’) , ever the name of this new line is used, it will appear 
always as “Laird-Craft by Laird, Schober,” and that 
i tas ain aida: celia complete form must be used in all advertising and 
SD en ety heh, See oe. promotion material by retailers who carry this line. 











Following is the complete schedule of 
wholesale prices under the new policy: 


2 Laird, Schober Bench-made ..... .. $8.00 
er Laird, Schober Style Turns ee we > oe 
of Laird, Schober Travelese Welts . . . . . $7.25 
“4 Laird, Schober Active Sports Welts . . . . $6.00 


Laird-Craft by Laird, Schober . $5.75 





Laird, Schober Company, Inc., Philadelphia 


When writing advertisers please mention Boot and Shoe Recorder 
















































































Page 42 





Building Boys Business 


[CONTINUED FROM PAGE 28] 


advertising that Baker’s has earned. 
During the years the store has been 
in existence, not one week has passed 
without an advertisement appearing in 
the Brockton Enterprise. For 25 years 
it was a case of being in every day, 
then as the rates were raised, twice a 
week was deemed to be the proper ratio 
in relation to sales. 

That’s the good side, the reason for 
the ready response on the part of the 
parents to the newly directed publicity. 
On the other hand, is the patent fact 
of its being hard to sell shoes in a 
shoe manufacturing town. If a person 
buying the shoes does not know all 
about them, some obliging friend is 
always in the offing who would feel 
the urge to proffer suggestions as to 
this or that about shoes. Usually this 
tends to gum up the sale. 

In his opening advertisement, Lee 
Baker openly stated his proposition to 
his public. It was written in simple 
understandable language which read 
plausibly. The copy: “Here’s Real 
News for Parents! Boys’ shoes strictly 
100 per cent leather at only $2.95. And 
here’s how it came about: We wanted 
to be sure of the best at a popular 
price, so we visited sales rooms. We 
ordered samples from various parts 
of the United States—we compared 
values. 

And right here in good old New 
England we found a manufacturer who 
agreed to build us a shoe good enough 
to retail at $3.50. And here’s how they 
are made and what they are made of: 
They are Goodyear Welted. Vamps 
of genuine calfskin. Oak back bone 
soles. Leather counters. A shoe that 
will fit boys with narrow and wide 
feet. Sizes 1 to 6—widths available 
A, B, C and D. Ask for “The Rough 
Rider.” 

This opening advertisement run the 
latter part of August, was supple- 
mented with four-inch double-column 
ads run the latter part of the ensuing 
weeks. One, captioned “Something New 
Under the Sun,” was backed up by a 
window trim in which the same head 
was used in the window card. Mate- 
rials used, such as “Genuine calfskins, 
brown elk, shark tips, scuff proof grain, 
oak back bone soles and leather coun- 
ters” were given prominent mention. 

Next came a window constructed 
around the football theme. A regular 
football labeled “Economy” was sus- 
pended right over the goal posts. In 
the front right hand corner of the 
window was a cut-out of a football 
player in the act of kicking the ball. 
Plenty of shoes scattered on the floor 
bore suitable descriptive cards in 
which the store-coined name of this 
line of shoes, “Rough Rider,” was given 
due prominence. 

To give an idea of the wording on 
these window cards: 

“Tuff Toe’ will not scuff.” 


“The ‘Rough Rider’ for boys. His 
dress shoe.” 

“The ‘Rough Rider.’ His school shoe.” 

“The ‘Rough Rider’ for boys. Pa- 
rents like this one (A _ conservative 
shoe) .” 

“The ‘Rough Rider.’ The ‘Doggy’ 
shoe which all the boys like. (This 
has brass eyelets, Brown grain and a 
wing tip.” 

“The ‘Rough Rider.’ Shark tips 
won’t scuff. Always look well.” 

Now the Baker store has an excep- 
tionally live children’s shoe depart- 
ment with a most capable girl doing 
the major part of the selling. This 
young lady does not have a thing to 
do with the selling of the boys’ shoes, 
that function being reserved to the 
regular men’s shoe fitters. The right 
theory behind this being that a grow- 
ing boy objects to being classed as a 
child, so when a man serves him, it 
gives the youngster a proper sense of 
importance. He feels that he is put 
on the same customer plane as a 
grown-up. 

Many stores are definitely planning 
to build up their business through the 
natural development of their children’s 
shoe selling. Merchants who have al- 
lowed their children’s shoe departments 
to slide along have been awakened to 
the tremendous amount of business 
they are losing through so doing. The 
great increase and scope of growing 
girls shoe selling should have an ex- 
act counterpart in the boys’ shoe op- 
erations. There is no good reason why 
the boys should be left to shift for 
themselves, going from this store to 
that in order to find what they want, 
when they should be satisfied in their 
regular family shoe store. 

In some of the larger towns, separate 
boys’ departments with shoes thought- 
fully worked out for this trade have 
proved and are proving most success- 
ful. Asa rule these departments carry 
shoes for boys’ in sizes from 1 (boys) 
to 10 (men’s). A family shoe store 
could set aside and maintain a similar 
stock quite profitably. Baker is work- 
ing with this end in view. 

“It is a funny thing about mothers,” 
he reflected. “They will come in with 
their girls, buying them almost any- 
thing the girl desires in the way of 
shoes. In the case of the young son 
it is more often a case of ‘Something 
inexpensive, he wears out his shoes so 
fast.’ If we shoe merchants are to keep 
the boys’ trade from completely dis- 
appearing from our stores, we must 
have shoes the boys like, and present 
the shoes to them in a manner which 
is acceptable, and by a salesforce in 
sympathy with the shoe problems of 
the boys. 

“To me, the major solution of the 
problem of selling boys’ shoes is right 
within the scope of the store man- 
agement. The success or failure of a 
lively profitable boys’ department is 
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more dependent upon the people han- 
dling the trade than any other factor. 
I am, of course, taking for granted a 
sufficient stock of good salable shoes, 
the kind of a store a boy likes and 
the ability of the merchant to impress 
on the parents the need of buying good 
shoes.” 





Filene's Adds New Men's Line 


Boston, Mass.—William Filene’s & 
Sons Company has added a line of $4 
retailers for men, sold in the regula) 
shop adjoining the men’s clothing sec- 
tion. All are advertised as Brockton 
made footwear. Sixteen styles are car. 
ried, all of them, with the exception 
of two, which have medium heavy brass 
eyelets, being conservatively styled. 





New Shoes Well Received 


BROocKTON, Mass.—John McElaney, 
general sales manager of the Stacy 
Adams Co., reports a gratifying re- 
sponse on the part of retail dealers 





JOHN McELANEY 


to the announcement of the “Reynolds 
Shoe by Stacy Adams,” news of which 
was published in last week’s issue of 
BooT AND SHOE RECORDER. 

Without conflicting in any way with 
the regular Stacy Adams custom grade 
line, the new Reynolds shoe is intended 
to meet the requirements of many buy- 
ers who have asked for a line designed 
expressly to interest the large and in- 
portant group of younger men who ap- 
preciate good style, fine quality and ex- 
pert workmanship but feel limited to 
a price level somewhat under the cus- 
tom grades. 

Sales representatives of Stacy Adams 
have been showing samples of the new 
Reynolds line for several weeks and 
Mr. McElaney is greatly pleased by the 
reaction of the retailers, as conveyed to 
him in expressions made to the sales- 
men and also in actual orders for the 
new shoes. 
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WAC OU 
I-MILLER DEALER 


YOU WOULD HAVE THESE FIVE BIG 
FASHION HITS OF THE FALL SEASON 


You would have been the first 
retailer in your city to have the 
styles pictured here—all of them 
fashion motifs which |. Miller 
anticipated and which were 
publicized by every important 
fashion editor in the country— 


all shoes which |. Miller dealers 


.ee WRAY bs 


have sold into the thousands of 
pairs and which they still keep 
resizing week after week, drawing 
on the greatest In-Stock service 
in the quality shoe industry in 
America. Is it any wonder that 
1. Miller dealers are making 
phenomenal gains in business on 
smaller inventories — that |. Miller 
continues to hold the cream of 
the quality shoe business in two 


hundred key cities in America? 


I-MILLER & SONS 
eNee’.eo@ 8 © Oo 8 AT CG 

HARRIS and ELY AVES. 
LONG ISLAND CITY, NEW YORK 


(ci represented. If you are located in one of them, 


(wi are still a few key cities in which |. Miller is not 
write us at once for facts on an exclusive |. Miller franchise. 


When writing advertisers please mention Boot and Shoe Recorder 















































































Drought Hides and Leather 
Prices 


[CONTINUED FROM PAGE 34] 


acceptable sole leather; and not more 
than 20 per cent of the cow hides and 
kips can be made into acceptable side 
leather. Many of the animals had been 
without food or water for weeks before 
the slaughter, as is clearly evident 
from the photograph reproduced here- 
with, taken in one of the Chicago stock- 
yards just after a shipment of the 
beasts had arrived from the drought 
area. Their hides, therefore, were in 
the worst possible condition, and mat- 
ters were made no better by the haste 
with which the take-off was engineered 
and which resulted in a goodly percen- 
tage of the hides being slaughter-cut— 
slashed by sharp knives, either in the 
hands of experienced men who were 
required to work too fast, or untrained 
men called in because of a shortage of 
skilled labor. Furthermore, drought 
hides are no novelty in the leather in- 
dustry. Every year some of them come 
on the market and the tanner knows 
pretty well from the experience of at 
least 20 years, just about what to ex- 
pect when he tans them. 

Forgetting all that, let’s look at the 
problem from another angle. Just how 
long would these hides last if, by some 
miracle, they were put on the market 
—if the Government could find someone 
to buy these 1,440,000 so-called hides 
and 560,000 calf skins? 

Figuring now in terms of side and 
sole leather, and assuming, if you want 
to, that all the 2,000,000 drought hides 
were taken from the kind of animals 
which normally supply us with those 
commodities (which isn’t true), we are 
told that 25 per cent at the most, or 
500,000 hides, eventually would find 
their way into shoes of standard manu- 
facture. The tanning industry is cur- 
rently consuming at the rate of about 
1,800,000 hides per month—450,000 per 
week. The 500,000 drought hides, there- 
fore, represent not much more than one 
week’s supply. 

The fact of the matter seems to be 
that these drought hides are the ghost 
of something which never existed. They 
have exerted a psychological influence 
out of all proportion to their real im- 
portance. All of which seems to tally 
with the course taken by hide prices. 

For the purpose of comparison, Boor 
AND SHOE RECORDER has traced the 
price gyrations of hides taken from 
those animals (usually referred to in 
tanning circles as the green: salted 
packers light native cow) over a period 
of. years, selecting these particular 
hides because they are fairly represen- 
tative of hide price movements as a 
whole. It’s a sort of “as-Maine-goes-so- 
goes-the-Nation” propostion. 

In 1931, light native cow hides sold 
at a low price of 6.80 cents a pound 
and a high of 11.75. The year 1932 saw 


an even lower “low” of 4.25, with a 
correspondingly lower “high” of 7.75. 
In 1933 we had the short-lived “infla- 
tion boom” and these hides recorded a 
low of 4.63 and an extreme high of 
13.75. The next year, 1934, there was 
a low for the year of 6.83 and a high of 
10.89. 

But, after all, it is the present year 
which interests us most and the price 
movement by months tells an interest- 
ing and significant story. Here it is: 


January—38.63. 
February—8.53. 
March—7.93. 

April—9.00. 

May—10.06. 

June—9.85 (NRA decision). 
July—10.00. 

August—10.09. 
September—11.00. 
October—12.50. 

All of which would seem to bear out 


current predictions as to the future 
trend in shoe prices. 











MYSTERY OF THE MOP 


Murray Greenwood, proprietor of Murray's 
Bootery, 4731 Whittier Boulevard, Belvedere 
Gardens (Los Angeles suburb), Cal’f., sold a 
pair of shoes recently to a little old woman 
who carried them out in the box. Thirty min- 
utes later she came rushing back to inform 
Murray that the shoes had been stolen at a 
food market where she had stopped to buy 
groceries. “Would you recognize those shoes 
if you saw them again?" she asked. "I am 
sure | would!" said Murray. 

Twenty minutes more and back she came 
again fairly dragging a young woman twice 
her size by the arm. , "Look at them shoes she 
has on!" screamed the old woman, "Ain't them 
my shoes?" Murray recognized the shoes all 
right but all he dared to say was, “Well they 
are the same kind as the ones you bought.” 
"My mother bought those for me," fairly 
yelled the big young woman, “but since this 
old thing wants them so badly, HERE THEY 
ARE!" She jerked them from her feet, rammed 
her feet into another pair that she was carry- 
ing under her arm, fairly threw the new ones 
at the old woman and departed on a dead 
sprint! 

"Well, how did you locate the thief?" asked 
Murray. 

"How did | locate her?” screamed the old 
woman, still mad as a wet hen. "Well when 
I was paying my bill at the food market, filing 
past the cash register, | noted that the woman 
next to me in line carried a parcel with a 
mop handle sticking out of it. So | went out 
and searched up and down this street until | 
found a woman with a mop handle sticking 
out of a parcel, and sure enough she had on 
my shoes and was carrying her own under 
her arm! You know the rest!" 
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Knowledge Is Power 
[CONTINUED FROM PAGE 38] 


Every line of shoes is literally filled 
with interest to those who will but 
learn about them. And only those who 
will learn are going to make a success 
of selling. “I don’t know” will never 
breed confidence among customers. 

There are many sources of informa- 
tion about the merchandise you sell. 
First, there is the careful examination 
of the shoe itself. Search out the points 
that will be of special interest to the 
customer. Many good points are over- 
looked by a careless inspection. Note 
the difference in material or workman- 
ship. 

“These shoes are $10.50, madam.” 

How can a customer become inter- 
ested in information like that? When 
you know the real facts about the 
leather, workmanship and fitting quali- 
ties and can appreciate the fine point: 
of style, the shoes become more inter 
esting. You can talk about it with en 
thusiasm and present it to its best ad- 
vantage. 

Ever think of discussing a new ar 
rival of stock with the buyer or man 
ager? Do you read the trade journal t: 
keep up with new developments? Do 
you read the newspaper and magazine 
ads? 

Make use of these sources of in 
formation. Learn more about youi 
product and keep pace with the new 
developments. 

There is always something new. Al! 
these things make your job more in- 
teresting. 

Take a lesson out of the irresponsibl« 
twins “I don’t know,” and “Haven’t goi 
it.” They will only get you into mis 
chief. 

READ—HEED—REMEMBER! 





New Family Shoe Store Opened 


ASTORIA, ORE. — “Leon’s Beautiful 
Shoes” is the name of a fine new shoe 
store for men, women and children, 
opened this week-end in a blaze of glory 
and gift giving, at 566 Commercial 
Street. 

A separate men’s shop has been 
created besides the women’s and chi'!- 
dren’s department where complete pri- 
vacy for gentlemen prevails. Little 
folks were given souvenirs at the oper- 
ing and women, beautiful handbags 
with their purchases. Nationally ai- 
vertised lines are carried. In a wealth 
of ornamental fixtures there are special 
benches, nursery style, provided for the 
youngsters. Large windows filled with 
Fall fashions in footwear are brightly 
illuminated. H. C. Gease, experienced 
shoe man, operates Leon’s. He oper- 
ated a shoe store for six years in 
Pravo, Utah, and was at Salt Lake 
City and Klamath Falls before deciding 
to go into the retail shoe business in 
Astoria, after receiving special train- 
ing in Dr. Scholl’s school of chiropody. 
He is assisted by Henry Koski, as we'll 
as by Mrs. Gease, who is manager of 
the hosiery and bag departments. 









Hook 
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A YEAR-ROUND PROFIT MAKER 
Yhee Tailored Overshoe with ie 


Reg. U. S. Pat. Off. 

















The Talon slide fastener used on overshoes 
has revolutionized their style, made them 
trim and smart as other costume acces- 
sories. 

Customers have long sought for over- 
shoes as stylish and tailored as regular 
footwear. And the flexible, invisible Talon 
closure makes it possible for you to meet 
their demands! 

And because the Talon fastener has made 
overshoes more attractive in design, it has 
extended their sales possibilities. The tai- 
lored Talon-fastened overshoe should be 
merchandised for hose and shoe protec- 


TALON SLIDE FASTENER 


tion in sloppy weather the year ’round! 
Actual survey shows that nationally 
known stores sell Talon-fastened models 
almost exclusively. Customers like the ease 
with which these models slip on, the ra- 
pidity with which they can be adjusted on 
the foot without soiling gloves or hands! 
When you feature Talon-fastened over- 
shoes, you eliminate the returns and ad- 
justments caused by the poor fit and infe- 
riority of other closings. You take your 
business out of the price-war class and 
stop gambling with success. Once sold, 
Talon-fastened overshoes stay sold! 


THE MAME 
1S OM TNE 
Suiete 


Atiiinventantininins vrilanininnnnannnnninninniinats: CID dy 


Hookless Fastener Company, Meadville, Pa. «> New York + Boston > Philadelphia - Chicago - Los Angeles - San Francisco - Seattle - Portland 
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ms “SPECTRO” Leather Fibre 
*~ B=heels surpass anything hereto- 
fore seen in richness and beauty 
of design and finish. 


Consumer endorsement of 
“SPECTRO” is already manifest 
‘by instant demand for heels of 
¥ “SPECTRO” by shoe buyers. 


“SPECTRO” Leather Fibre, a 
new laboratory controlled board, 
is of importance to 
DESIGNERS - STYLISTS 

MANUFACTURERS 
RETAILERS - CONSUMERS 
because “SPECTRO” heels 
greatly increase shoe values 
with but a very slight addition 
to cost. 


For more business at profitable 
prices, specify “SPECTRO” 
heels. 


(Jenkins © 


Bridgewater Mass 


Manufacturers of 


“SPECTRO” “NATURO” 
AND ALL QUALITY LEATHER FIBRES 
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Flexible Leadership 
Needed 


New Problems Demand a New 
Viewpoint, Tanners Are Told 


From an address by Clarence B. Randall, Vice- 

President, Inland Steel Co., Chicago, at Annual 

Convention of Tanners Council, October 24-25, 
1935 


THE future of American business lies in changing 
leadership, in leadership that will be intelligent and 
flexible, that will be able to meet new problems rapidly, 
shifting the tactics and the front as rapidly as circum- 
stances change. 

Yours is an industry of great traditions. From what 
I know about it as an outsid@r, there have been families 
which for generations have gone on in the leather busi- 
ness. I think that is a splendid thing. For the past 
thirty or forty years a young man could go into busi- 
ness, leather or steel or anything else, and follow in 
the footsteps of his father, starting where his father 
left off. He could take his father’s business philosophy, 
his father’s mental habits, his father’s way of approach 
to difficult questions and apply them in his own ex- 
perience and they would work. 

That is not true today. Since 1932 more earth- 
quakes have taken place affecting industry than in the 
entire history of business in this country, and the re- 
adjustment mentally and psychologically, of business 
executives to those revolutionary changes has put a 
great strain upon many people. 

We had almost no time to get set for the philosophy 
of the codes before they were upon us; we barely got 
ourselves readjusted before they were off us. There 
was the first Wagner Bill. There was the present 
National Industrial Labor Act. There was one thing 
that you were spared, the Guffey Bill in the coal in- 
dustry. Within half an hour before I left for here the 
president of our company came in and said, “What are 
you going to do with reference to the Guffey Act? 
That is now a law in the operation of coal mines.” I 
said, “Really, I haven’t thought that out yet. I think 
I have plenty of time.” He said, “Maybe so, but the 
deadline is November 1.” He asked me a question 
about the law. The moment he asked me the question 
I realized that I had never read the law as passed, 
and I have got to reach a decision by November 1. 

There is the Social Security Bill. There are the 
processing taxes. There is the unemployment situation. 
The average business man could have spent all of his 
time since 1932 trying to make up his mind about any 
one of those things, but he had to take them on the 
fly. The ball came over the plate and he had to swing, 
or get out of the way and give somebody else the bat. 
That met generally in industry a great deal of brittle- 
ness on the part of executives, a great deal of unpre- 
paredness; men could not adjust themselves to the 
[TURN TO PAGE 48, PLEASE] 
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FIRST 
For the TIME 


EVER PRODUCED in AMERICA 
Authentic 


BRITISH PATTERNED BOOTS 


As the World’s leading distributor of English made boots, we are now offer- 
ing to the trade, truly authentic British patterned boots, Made in America, 
embodying all of the distinguishing characteristics that have made these 
styles outstanding in appearance and fit. ay 

The new COLT American-made boots are the most outstanding individual 
line of boots ever produced in America. 

The exclusive British character, style, and custom fitting qualities have all 
been combined in making this the outstanding boot line ever produced in | 
America. 

Even those who are not familiar with boot design will readily distinguish 
these new Colt boots from those heretofore on the market and professed to 
be of English style, but which were not authentic in pattern and design. 


Furthermore, these new Colt boots are extremely popularly priced and now 
enable the Colt dealer to offer the consumer genuine British style at popu- 
lar prices. 


This, truly, is the first time such boots have ever been produced in America, 
and the new Colt boots will, without question, be received by the trade and 
the consumer alike as America’s Leading Riding Boot line. 


ALL STYLES at POPULAR PRICES 


Three Grades Now Available 
PRICED WOMEN’S $4.50 $6.00 $9.50 


TO THE TRADE 
AT MEN’S $5.00 $6.50 $10.50 











We suggest that you order sample pairs of the grades you desire at an early 
date and establish yourself in your community as being the first to present 
this truly authentic British patterned American-made boot line. 


EST. 1899 


1239 BROADWAY 524 SANTA FE BLDG. 840 SO. LOS ANGELES ST. 
NEW YORK CITY DALLAS, TEXAS LOS ANGELES, CALIF. 


When writing advertisers please mention Boot and Shoe Recorder 
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HAVE YOU A DISPLAY PROBLEM? 
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FLEX-TO-FIT FAIRY LAST 


Torms WILL SOLVE IT! 


And economically, too! Simply tree your 
shoes with Fairy Forms and achieve smartness 
and distinction with one easy operation. 


Window and counter displays take on new 
interest and appeal when Fairy Forms are 
making shoes look shapely and attractive. 
And there’s a Fairy Form for every type of 
shoe. 

Have you seen our catalog? It illustrates the 
entire line and is just full of clever new dis- 
play ideas that will increase your business at 
very little cost. Write today and ask for our 
suggestions and booklet. 


SHOE FORM CO.., Inc. 
AUBURN, N. Y. 


Manufacturing Branches 


United Last Co., Ltd., Montreal, Canada 
Frankfort 


Northampton 
Germany 
Mexico City, Mexico 


land 
Melbourne, Australia 


Paris 
France 








Flexible Leadership Needed 


[CONTINUED FROM PAGE 46] 


new way of thinking in time and the umpire called 
them out before they ever swung. 

We have heard from high places that the past few 
years partake of the nature of a war, and I think that 
an apt simile. I offer you a parallel from the war to 
express what I am trying to say as to the necessity of 
being flexible and ready in our thinking. You remem- 
ber in the early months of the British Expeditionary 
Forces that first day in Belgium when those Canadian 
troops met gas. Those men were trained soldiers; they 
could handle the rifle and bayonet; they were fully 
equipped for warfare as it had been carried on for the 
past forty years, but what defense is a bayonet against 
gas? They died, and the entire way to Paris lay open. 
But with an astonishing rapidity and ingenuity the 
British military forces readjusted themselves to that 
new problem and worked out a defense to gas. 

Most of you gentlemen were trained in business in 
the old school of the infantry drill; you know some- 
thing of both rifle and bayonet in the leather business. 
What defense have you got for a gas attack on the 
leather industry? 

What has been the answer of the brittle type of 
business man, the man who for so many years had 
followed a certain mental groove that he couldn’t catch 
the significance of what was going on? How does he 


handle the situation? Well, I know how he handled 
it in the steel industry, and I am certain it was not 
done that way in yours. In the steel industry he 
handled it by profanity. Now profanity perhaps gave 
a release to the emotions, but it didn’t soive the prob- 
lem. To just get mad and curse everything in sight 
and go home shaking your head and praying that the 
old days would return is just ignorance, and it won’t 
get industry anywhere. 

The second thing that the average American busi- 
ness man did was that refuge of the mediocre mind— 
the putting of a label on it. How prone we are, when 
we don’t understand something and can’t answer it, 
to call it a name and assume that when we have called 
it a name it won’t reappear. The label with which we 
have often dismissed these subjects is, “It is rank 
socialism.” That does not answer it. It is right there 
the next morning. When you have called it socialism 
you haven’t helped yourself a bit. 

As a matter of fact, I don’t know what socialism is. 
I wish I might never hear it mentioned again in the 
discussion of these public questions. What is social- 
ism? You and I belong to golf clubs, don’t we? 
Maybe we aren’t in good standing, but we do belong 
to golf clubs. We pay the dues by assessment; they 
take the common burden and pro-rate it to us and each 
of us pays exactly our share. Is that socialism? Maybe 
it is communism—I don’t know. We have publi 

[TURN TO PAGE 54, PLEASE | 
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RINGING HOME 
THE BACON! 


If you were an aboriginal bushman in Aus- 
tralia, you would “bring home the bacon” by 
taking your hunting boomerang in hand, sally- 
ing forth, and returning with a fresh killed 
Kangaroo. And after your spouse had made 
a satisfying stew out of the meat, you could 
trade the skin (with others you had collected) 
to an agent representing the Surpass Leather 
Co., Philadelphia, U. S. A.; the Richard Young 
Co., New York, U. S. A., and the Ziegel Eisman 
Co., Boston, U. S. A. 

Shoe retailers and shoe manufacturers in this 
country also make use of the Kangaroo in 
“bringing home the bacon.” The demand of 
men’s street and dress shoes of genuine Kanga- 
roo (that has made Kangaroo one of the most 
profitable shoe lines a retailer can handle) is 
the result of qualities inherent in Kangaroo 
leather: It is 17% stronger, weight for weight, 
than any other leather used in shoes. It is 
soft and pliable, as comfortable for the feet as 
fine kid. And it has a tight, even grain that 
takes a brilliant polish. 

Customers appreciate being sold shoes of 
genuine Kangaroo! 


Australian KANGAROO 
TANNED IN AMERICA 
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Number Eight of a series of thoughts entitled 


* 


Let's Face the Facts 


The more one talks price, the more 
he has to. Things become 
what they feed on 


% “Things become what they feed on.” Think of the truth 
embodied in that one short sentence. Think of the number of shoe merchants in this 
country who have allowed themselves to be drawn into price competition during the past 
five or six years, all because the “store across the street” put in cheap shoes and price 
was its only appeal. 


% The only thing that happens when one begins to sell a 
cheap article in self defense is that he might make the going a little harder for his com- 
petitor—but in doing so he has, to that extent, lowered the estimation of his own store 
in the minds of his customers. When one begins talking price, the more he has to talk 
price. How true that is. 


% Quality is the best thing to talk about. There’s more to 
it and more in it for everyone. When thinking of price, it is well to remember the words 
of Ruskin: 

“There is hardly anything in the world that some man cannot make a little worse 
and sell a little cheaper; and the people who consider price only are this man’s 
lawful prey.” 


“Star Brand Shoes Are Better” 





ROBERTS, .JOHNSONS RAND 


ries our ee, Granch of international Shoe Co. 
Ir WiLL PAY You. ST. LOUIS MISSOURI 
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MODERN METHOD 


Many leading manufac- 








turers of quality footweer 
are producing Silhouwelis 


in smart new designs. 


They offer unsurpassed 








values to the wearer and « 
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UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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THE INSPIRATION AND PRIDE 
OF ‘THE INDUSTRY 


C)9),, BETTER TIMES comes a de- 


mand for better merchandise. Better shoes 
are being called for. And speaking of 
better shoes—Brooklyn is recognized in 


every corner of the fashion world as the 


home ‘of fine footwear. Retailers every- 
where know that Brooklyn shoes are always 
constructed to the highest standards of 
quality and style. 


Have you considered Brooklyn shoes in 
terms of your own selling needs? Better 


shoes are better for you from every mer- 


chandising point of view. They give your 
customers more satisfaction and so build 
customer good-will. They bring larger unit 
sales with greater mark-up. They put your 


store on record as a quality store. 


There is no more appropriate time than 


the present to go on record for quality. 


The Shoe Manufacturers’ Board of Trade 
of New York invites you to view the 
latest creations which its members are 


now showing. 





SHOE MANUFACTURERS’ BOARD OF TRADE OF NEW YORK 


American Shoe Company Herman Grossman, Inc. 1. Miller & Sons, Inc. 

M. Cohen & Sons, Shoes, Inc. Morgan Grossman, Inc. Palter-DeLiso, Inc. 
Delman, Inc. Grossman's Shoes, Inc. Pincus & Tobias, Inc. 
Elbee Shoe Mfg. Company Martin-Weinstein Shoe Co. Premier Shoe Co., Inc. 
A. Garside & Sons, Inc. Meyer Bros. Shoe Co., Inc. Chas. W. Strohbeck, Inc. 
Andrew Geller Shoe Mfg. Co. M. Wolf's Sons, Inc. 


*& The term BROOKLYN SHOES is here used—and is generally 
used in the trade—to connote shoes made in Greater New York 
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SHOE BUYERS 


NEAREST NEW HOTEL TO 
PENNSYLVANIA STATION 


with 





1200 rooms each with radio, private 
bath, (tub and shower) circulating ice 
water, servidors. 4 air-cooled restau- 
rants. Old Silvernails Tavern. Near 
large department stores, Holland 
Tunnel. B & O buses stop at door. 
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schools in this country which we maintain by every- 
body paying their part and we educate the children 
of the people who can’t pay. Is that socialism? What 
really is the difference between educating the child 
at public expense, feeding its mind, and giving good 
nutrition to the body of the child, feeding its body? 
Where is the line between the two? As soon as we 
feed them, is that socialism, and when we only educate 
them it isn’t socialism? 

The executives that I talked to in the Summer of 
1910 opposed the workmen’s compensation act because 
it was socialism, and I blush to think of the indus- 
trialists of those days who felt so confident of their 
position that they opposed the workmen’s compensation 
act as socialism. The just didn’t understand it, and 
they didn’t have the courage honestly to think it 
through. I blush to think that in my own industry 
there were men of national reputation who defended 
the twelve-hour day and said that changing from twelve 
hours to eight was socialism. It was just a label that 
they tacked on because they didn’t understand it, and 
didn’t have the courage to face a new type of problem. 

Now, I submit that we in industry must face these 
problems. We must be honest enough to know that 
there is a social impact coming to us from unsolved 
social problems. In Chicago we had 500,000 people 
last year who received aid, either by way of public 
relief or from private charitable agencies. Now it 
doesn’t solve that problem, it doesn’t feed those people. 
for you to say that so and so cheated on relief. Mayhb 
he did. Maybe also you had a cashier who ran oul 
on you one day. I have never found any activity in 
human life where there wasn’t dishonesty, but talking 
about a cheater on relief doesn’t feed the hones! 
hungry. 

I am unsympathetic to the type of trade association 
that always opposes and never supports. I have seen 
trade associations where, whenever a problem come: 
up, before anyone reads it, they say the answer is no. 
They know they are going to be against it before the) 
read the proposal, and the executive secretary spend- 
his life opposing things and never supporting any- 
thing. 

It seems to me that if industry is to be entitled to 
consideration in the future, industry must be honest 
with itself and with the public. We have got to admit 
that there are problems; we have got to be willing 
to sit down around a table and in a constructive way 
say, “Yes, this has got to be licked, and we think it 
can be licked by so and so, and we are for you on 
that basis.” 

The next and final thing I want to say is that in- 
dustry must tell its story to the public. There is muc!: 
that we have to be proud of; there is much that we 
need not apologize for, and we never tell our ow? 
story. Labor is being honestly and fairly dealt with in 
this country and people ought to know about it. 


BOOT AND SHOE RECORDER, November 9, 1935 














BOOT AND SHOE RECORDER, November 9, 1935 Page 55 


PICK A HOT LINE FOR A COOL PROFIT! 








FOR SPRING 


No doubt about it—Douglas designers were ‘‘hot’’ when they set about 
styling the new Douglas line for Spring. You’ll find style stepped up 
even more than in the fast-stepping Douglas Fall line—the line that 
drew so much enthusiastic comment from the trade during the past 
few months. 

The new Spring line has everything. All types of salable shoes, 
complete in all the price ranges your customers recognize. Ventilated 
shoes. Light-weight shoes. A full selection of sports shoes, including 
bucks in all the popular color combinations. The newest in perfect- 
fitting lasts. Further attention to the new swing toward wing-tips. 


And when we say this Spring line has everything—don’t forget 
Douglas’ consistent national advertising for fast turnover. Douglas 
All-Leather Construction for real value and repeat business. Douglas’ 
half-century of leadership for prestige. Douglas’ generous mark-up 
for the black-ink side of your ledger. 

See the new Douglas line for Spring. There may be an exclusive 
franchise open in your community. Write for information. 


DOUGLAS SHOE COMPANY 


BROCKTON « MASSACHUSETTS 
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Green Shoe Co. Holds 
Sales Meeting 


Boston—On Wednesday evening at 
the Hotel Lennox, J. A. Slosberg, presi- 
dent and founder of The Green Shoe 
Mfg. Co. of Boston, presided at a steak 
dinner given to the sales and factory 
organization, and signalizing the close 
of the semi-annual sales conference at 
which the Spring line of Juvenile shoes 
was put in final shape for the road. 

Most emphasized and discussed dur- 
ing the meeting was the maintenance 
of prices for Spring shoes at levels 
which permit the retailer to continue 
selling in the same retail price ranges 
as heretofore. This accomplishment, 
accompanied by actual quality improve- 
ment in several important details, was 
hailed as an outstanding example of 
how an alert and competent factory 
organization can contribute materially 
to better value and saleability. 

General agreement was expressed 
that this most satisfactory answer to 
the vexing question of rising costs 
opened a new opportunity for shoe re- 
tailers to capitalize the rapidly grow- 
ing demand for better quality in juve- 
nile footwear, and at the same time to 
increase their average per pair selling 
price and profit. 

In this connection Sam _ Slosberg, 
sales executive of the company, pointed 
out the increasingly brighter prospects 
for the sale of quality juvenile feature 
shoes of the Junior Arch Preserver and 
Stride-Rite types, and the many advan- 
tages of building a retail business on 
a branded line of proven merit. He 
further stated that all visible indica- 
tions point to the present as the most 
favorable time to introduce quality 
merchandise as the consumer trend is 
definitely toward appreciation and de- 
sire for quality and service. That this 
viewpoint is based on fact rather than 
hopeful imagination is best evidenced 
by the constantly increasing sales of 
the Green Shoe Mfg. Company’s 
branded lines, Junior Arch Preserver 
and Stride-Rite. 

Charlie Slosberg, factory executive, 
stated that a second and equally neces- 
sary step in the direction of more stable 
sales and profits for retailers lay in 
selecting a line with a proven reputa- 
tion for prompt and accurate stock ser- 
vice, and at the same time pledged the 
continuance of the reliable service 
which has been such a large factor in 
building the company’s business. 

After the meeting and dinner, the 
sales force prepared to return to their 
respective territories with the new 
Spring samples. 


Boot and Shoe Club 
Plans for Season 


BostoN—The members of the Boston 
Boot and Shoe Club will inaugurate 
the club’s 1935-36 season Wednesday, 
Nov. 20, at the Hotel Statler, Boston, 
when the two hundred and seventy- 
eighth meeting will be held. The pro- 
gram containing many interesting fea- 
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tures, which the membership by 
questionnaire recently approved, was 
adopted by the executive committee at 
a recent meeting. 

This was an innovation, but the re- 
sults were highly satisfactory in that 
the membership had opportunity to ex- 
press, by selection, from a list of 
notable public and trade speakers, 
those who will be secured as speakers 
and entertainers. 

The club is now making arrange- 
ments to that end and it is announced 
that within a few days President Max- 
well P. Gaddis will make a general an- 
nouncement of the entire program. 

Several other new features also are 
under consideration that will add to the 
general interest of the meetings of this 
organization, which for so many years 
has been the outstanding social club of 
the shoe, leather and allied trades. 

The inauguration of the new season 
finds the club with a strong member- 
ship and with interest by the members 
as keen as it ever has been in the many 
years of its activity. The opening meet- 
ing, November 20, it is expected, will 
bring out the full membership. Many 
already have indicated their intention 
to bring one or more friends as guests. 





PROFITS IN THE BANK 


Aus shoe store which is putting its 
profits in the bank and not on the 
shelves! Sam Meller, who operates the 
Austin Shoe Store, at 414 S. Broadway, 
Los Angeles, tells me that is just what he 
is doing and that he now has a healthy 
reserve. He said: "Formerly, when we 
put our profits on the shelves, we could not 
realize cash, even when we had a sale. 
Now, when we have a lot of bills come 
due, we are able to borrow money from 
ourselves and not from the bank. This 
method does not allow us to become 
overstocked, as we do not buy more than 
we know we can pay for. There are no 
headaches in this way of doing business, as 
there are no worries relative to paying bills. 
We are making more money now and are 
much happier than when we had 15 men 
on the floor and were doing a bigger 
volume. 

. "We do not have any ‘bargains’ but we 
do have good values every day in the year, 
which satisfies all the trade much better. 
It is poor business to average profits by 
taking a 20 per cent markup on some 
leader, then taking a 50 per cent markup 
on other shoes, so as to break even. Some 
customers are bound to get stuck. 

"There is a big demand for work shoes. 
We carry 150 styles in work shoes and 
boots, which | believe is more styles than 
are carried in the rest of the city combined. 
Customers are buying these shoes for 
sports, hunting, fishing and even garden 
work, in addition to the work shoe trade.” 





Improves Store; Trade Increases 


LoGAN, OH1I0—Wellman & Woodard 
have recently installed a new and mod- 
ern store front of black glass. Mr. 
Woodard states that business has im- 
proved in the past 30 days and he 
expects a continuance of good business. 


"Mis-Mated" Test 
Shoes for CCC 


Boston, Mass.—Orders for approxi- 
mately $440,000 worth of service shoes 
for the Civilian Conservation Corps 
were placed October 24 by the Boston 
Quartermaster Depot. 

These include 1000 pairs of shoes 
with which the army proposes to run 
an unique test—putting a corded rub- 
ber sole on one shoe of each pair and 
a leather sole on the mate. The so- 
called “mis-mated, test shoes” will be 
made by the Endicott Johnson Corpora- 
tion at a price per pair of $2.575. 

The rest of the shoes covered in the 
awards (186,500 pairs) are to carry 
corded rubber soles and uncorded rub- 
ber heels—all bids for shoes of alter- 
nate construction, with middle soles and 
leather heels, having been rejected. 
This is the first time that manufac- 
turers of rubber soles and heels have 
been sucessful in having their product 
specified under U. S. Army standards. 
Price, as well as the desire of the army 
to give these soles and heels a thorough 
test, is assumed to have prompted the 
decision. 

One hundred thousand pairs of th 
new type shoes are to be made by the 
Joseph M. Herman Shoe Company of 
this city, at a price per pair of $2.34; 
and the remainder — 86,500 —by the 
Brown Shoe Company of St. Louis, at 
a price of $2.365 per pair. 

Bids for the service shoes ranged as 
high as $2.91 per pair; and for the mis- 
mated, test shoes, as high as $4 a pair. 


Christmas Plans in Washington 


WASHINGTON, D. C.—Shoe merchants 
here, large and small, will follow out 
a conservative Christmas advertising 
program if present indications bear 
themselves out. 

The people, for the most part com- 
posed of Government workers and con- 
servative elements, have never been 
much impressed by eye-catching props, 
used a great deal at Christmas time in 
some stores of our larger cities. 

Shoe men will use some of these de- 
vices, fix up their windows, and hang 
posters about. In Washington, a con- 
servative promotion program is likely 
to bring in an even greater volume of 
sales, the shoe men believe. 


Shoes With Romance 


Cuicaco—Peter Berlow, manager of 
Mailing Bros. South State Street store, 
says: “With our new method of naming 
all our shoes and surrounding them 
with all the romance we can we have 
been increasing our sales. Our best 
number is our Peter Pan shoe, with its 
square toe and 13/8 square heel. This 
number is going like wild-fire and sells 
at $2.95. We are selling many more of 
these in alligator, prints and calfskin 
than we are in suede. The leadiig 
colors are black, blue, brown, green and 


gray.” 
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Capitol District Retailers 
Elect Officers 


ALBANY, N. Y.—On the evening of 
October 29th, fifty of the members of 
the Capitol District Shoe Dealers As- 
sociation met for a banquet at the 
Ten Eyck Hotel in compliment to the 
new State President, T. Arthur Cohen. 

Many dealers spoke enthusiastically 
of association work, the principal ad- 
dress being by J. L. Patton. Remarks 
were also made by L. O. Hoffman, the 
dean of Albany retailers. 

It was also the annual election meet- 
ing, and the following officers were 
elected: 

President, J. J. Meara, Schenectady; 
first vice president, Mrs. Marie Car- 
roll, Cohoes; second vice president, 
John Beaumont, Albany; secretary, 
Howard Cohen, Albany; treasurer, 
John Kelly, Schenectady, and three 
directors each were elected from Al- 
bany, Schenectady and Troy. 

The meeting adjourned, with the 
next gathering called at Troy early in 
1936. The association is the largest 
up-state group of shoe retailers. 


Bootees for House Wear 


NEw YorK.—Thomas J. Conway, 
who covers the nearby and local ter- 
ritory for the Dainty Maid Slipper Co., 
is finding a decided increase in the 
sale of shearling bootees in the larger 
New York City stores. A close runner- 


up for popularity is a fur-trimmed 
embroidered bootee, a slipper created 
for June Knight by Dainty Maid and 
which bears her stamp of approval on 
every carton. As between hard and 
soft soles, Mr. Conway is finding it a 
fifty-fifty selling proposition. 


Riding Boot and 
Accessory Catalog 


NEW YorK.—In the new catalog re- 
cently issued by The Service Legging 
Co., 120 East 16th Street, a feature 
is made of the service puttee shoe and 
the service military oxford. The shoe 
is especially designed to wear with 
puttees, having many features not 
found in ordinary shoes. It is carried 
in four widths, and comes in black, 
russet tan and cordovan tan calf. 

In addition to regulation riding, field 
and military boots, the catalog lists 
a complete line of such riding acces- 
sories as chains, boot jacks, hooks, 
spurs, belts, crops and the like. Police 
and military puttees are given consid- 
erable attention. 


Opens Fifth Store 


MopestT0, CALIF.—Ben Warshauer, of 
Stockton, Calif., has opened the X-Ray 
Shoe Store at 1010 Tenth Street here. 
This makes five stores Warshauer has 
in interior California: two in Stock- 
ton, one in Turlock and one in Sac- 
ramento. 





UL. s, Supeeme om ays? 


*“Good Will is the disposition of 


A Pleased Customer 
to return to the place where 
he has been well-treated.”’ 


List Price 
$6.00 


Dozen 


: builds Good Will because Pairs 


every Trimfoot Customer is a pleased customer. Retail Price 


$1.00 Pair 


Trimfoot creates pleased customers be- 
cause it gives instant relief to75%of your ~ 
customers who are known to suffer from 


metatarsal pains and callouses. 


MAKE THIS TEST! Send us your shoe size or the 
shoe size of one of your hard-to-fit customers. A 
pair of Trimfoot will be sent to you absolutely 
Free. We know this test will build your Good 


Will. Write today! 
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Last designed for 
TM Ua 


type of insole 


Saddle inso/e 


Look for this stamp 

on all shoes made 

on “Down to the 
Wood” lasts. 


The last shown above is made to accommodate both 
ordinary and saddle types of innersoles. 


Shoes made on “Down to the Wood” lasts are snug 
at the shank and give the wearer the very desirable 
advantage of a comfortable fit. Many leading retailers 
endorse this important contribution to good shoemaking. 


Manufacturers can procure these lasts or have their 
present lasts made over at any of our eight plants 
shown on the opposite page. 
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Opposes U. S. Control of Industry 


Boot and Shoe Manufacturers Association Goes on Record in Reply 
to Invitation to Washington Conferences 


WASHINGTON, D. C.—In response to 
an invitation from George L. Berry, 
Coordinator for Industrial Cooperation 
under the revised N.R.A., to attend 
conferences with representatives of 
labor and industry, to be held this 
month in Washington, the National 
Boot and Shoe Manufacturers Associa- 
tion has sent the following letter to 
the coordinator, over the signature of 
Executive Vice-President J. O. Ball: 

“Your letter of Oct. 9, 1935, was 
read and given earnest consideration at 
the regular quarterly meeting of the 
board of directors of our association. 
As you personally know, the shoe man- 
ufacturing industry was one of the 
first major industries to adopt a code 
under N.R.A., and in spite of many 
difficulties, our industry wholehearted- 
ly supported the President in his ef- 
forts to relieve unemployment and pro- 
mote recovery through minimum wage, 
maximum hour and child labor regula- 
tions. You will also recall that our 
code was free from any price-fixing ar- 
rangements either actual or implied. 
These facts are substantiated by the 
survey conducted by the impartial com- 
mittee of three appointed by N.R.A. 
to investigate and report on our indus- 
try just prior to the decision of the 
United States Supreme Court abrogat- 
ing codes. 

“In your outline of the purposes of 
the proposed conferences, you refer to 
the ‘consideration of the best means 
of accelerating industrial recovery, 
eliminating unemployment, and main- 
taining business and labor standards.’ 
In the discussion of these purposes by 
our board of directors, the fact was 
pointed out that since the abrogation of 
codes, and by continued effort through 
voluntary agreement, the shoe manu- 
facturing industry has made consider- 
able progress in fulfilling these condi- 
tions, as evidenced by the data from 
the Bureau of Labor Statistics. The 


shoe manufacturing industry has main- 
tained its number of workers within a 





comparativery small variation of the 
pre-depression period, increased the 
average hourly rate of compensation 
and average weekly wage, and de- 
creased the average hours per week; in 
spite of a serious decrease in dollar 
volume during the past few years. 

“In view of these facts, our board of 
directors believe that as far as the shoe 
manufacturing industry is concerned, 
the main objectives of the conferences 
outlined in your letter have already 
been well under way and have shown 
an accelerated improvement since the 
abrogation of codes. 

“It is therefore the consensus of 
opinion of our board of directors that 
the best interests of the industry, both 
employers and employees, and of the 
public as a whole, will be served if the 
industry is permitted to continue under 
its voluntary efforts to accomplish these 
constructive results; thus engendering 
confidence and encouraging the already 
discernible trend toward recovery 
which has been evident in our industry, 
and that such recovery will be best 
promoted if the Government does not 
superimpose a structure of political 
control on our industry.” 





September Production 
Up 17.6 Per Cent 


WASHINGTON, D. C.—While produc- 
tion of boots and shoes and slippers, 
other than rubber, showed a slight de- 
crease for September, compared with 
August, the total was 17.6 per cent 
higher than in September, 1934, the De- 
partment of Commerce reports. 

In September, 1935, the total produc- 
tion of 906 factories throughout the 
country amounted to 33,149,780 pairs; 
with 36,508,216 pairs in August, and 
28,183,793 pairs of boots, shoes arfd 
slippers in September, 1934. The 
January-September total for this year 
amounted to 285,354,486 pairs, com- 
pared with 281,358,546 pairs for the 





same period in 1934, or a 1.4 per cent 
increase. 

In the individual shoe-producing 
states, Pennsylvania showed the great- 
est production increase, 16.6 per cent, 
for the first nine months of 1935 com- 
pared with same period in 1934. New 
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Hampshire was second with a 14.4 per 
cent increase, while Maine was third 
with 13.1 per cent. Illinois with a 6.3 
per cent decrease was last in the pro- 
duction list of the nine shoe states. 


M. A. Daniele: Chairmen for 


Texas Convention 


Fort WortH, Tex.—M. A. Daniels 
has been named general chairman for 
the 1936 convention of the Texas-Okla- 
homa Shoe Retailers, which will be 
held in Fort Worth, Tex., Feb. 9-11. 
Local shoe men are expecting record 
attendance, as well as a record number 
of exhibitors. The Southwestern Shoe 
Travelers will meet at the same time. 


Demonstrates Hand-Made Shoes 


NEW ORLEANS—One of the few re- 
maining Cordwainers, Joe Buecerri, 
was engaged by Ralph P. Levy, presi- 
dent of Pokorny’s, to demonstrate by 
hand the manufacture of custom-made 
shoes. Pokorny’s has many customers 
who prefer a custom-made shoe to the 
machine-made article. It was an ex- 
cellent advertisement for the store at 
any rate. 
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Modernization Speeds Shoe Sales 


PASADENA, CAL.—In the process of 
completely modernizing the department 
store of F. C. Nash and Company, both 
inside and outside, making the store as 
a whole one of the most attractive 
among medium size department stores 
in southern California, both the wo- 
men’s and men’s shoe departments have 
been completely modernized and refur- 
nished. 

The women’s (and children’s) de- 
partment, now owned by J. E. Spain of 
San Bernardino, has been given a pri- 
mary location on the first floor and is 
easily reached from three different 
streets. 

The woodwork throughout has been 
done in cream with a brown trim. The 
chairs and settees have the modernistic 
chromium plate tubular frames with 
blue leather upholstering. The carpet- 
ing is in taupe. A large entrance dis- 
play fixture with an illumined sign 
above featuring Peacock shoes gives 
character to the department when 
viewed from a distance. 

A. S. Cockrell, formerly proprietor of 
the Peacock Store in the Maryland Ho- 
tel here, is resident manager. Assist- 
ing him is Ray Kimble, formerly con- 
nected with the J. J. Haggarty fine shoe 


department (owned by Charley Cline), 
Los Angeles. Mr. Kimble received his 
training in some of the finest shoe 
stores in New York City. Mr. Cockrell 
also spent several years with C. H. 
Wolfelt. 

Mr. Spain has added a Dr. Locke 
section to his department and in charge 
of this is Joe Hogan, formerly con- 
nected with the Dr. Locke department 
in the May Company’s store in Los 
Angeles. 

The new men’s department, managed 
by Alan Metzer, who got his training in 
some of the finest of Canadian stores, 
has been given space in the basement 
near the foot of the wide stairway. 

Furniture similar to that used in the 
women’s shoe department has been in- 
stalled, the main difference being the 
use of red leather upholstering in place 
of blue. Shadow boxes with interior 
lighting play up the lead numbers. The 
carpeting is in pea green, the lighting 
is indirect and knotty pine has been 
used quite largely in building the fur- 
niture and fixtures. 

While the main shoe featured is 
Nunn-Bush, Dr. Locke shoes are also in 
stock as are also Varsity. 

The managers of both departments 
report a remarkable gain in sales vol- 
ume since the modernization job. 





STOCK NO. 742 
STEP-A-BOUT 
Hubschman’s Brown 
Calf No. 934. Monk 
Flexible Oak Bend Sole. 
12/8 leather heel. 


At the Chicago Shoe Fair, 


January 5 to 9, 1936. 
Palmer House 836-838 
Morrison Hotel 335. 


710 NORTH 















TWELFTH 


$9.90 


SIZES—WIDTHS 
6/9 AAAA 
5/9 AAA 

4Y/o/9 AA 
4/9 A 

32/9 


THE 


JUVENILE 


SHOE CORPORATION 


OF AMERICA 
_ CENTRAL TERMINAL BUILDING 


BLVD., 















SAINT LOUIS, 


Real patterns for college girls 


STOCK NO. 743 
ROUND-A-BOUT 
Brown Roughie leather 
fringe tongue. Blucher 
oxford. Flexible Oak 
sony sole. 12/8 leather 










TERMS: Cash Discount 


5% if paid within 15 days of date 
of invoice. 

2% if paid within 30 days of date 
of invoice. 

In our effort to make the best 
shoes possible that you can sell at 
prices within reach of the majority 
of the buying public, we ship mer- 
chandise only to firms who discount 
their bills. 


MO. 
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Mail Order Houses and Chain 
Stores Buying for Spring 


Boston, Mass.—Buyers for mail or- 
der houses and chain stores have been 
active in Boston, placing heavy orders 
for women’s shoes for Spring openings. 
This is earlier buying than is custom- 
ary and welcome business to manu- 
facturers. 

It is understood on good authority 
that orders for whites are exceptionally 
heavy, with blue the second choice in 
style leathers. One tanner of white kid 
reports more bona fide orders on his 
books now than at any time since last 
February, which was the peak of his 
selling season this year. Other tanners 
report increased activity as the result 
of the recent styles conference in New 
York, some of those concerns which 
did not book substantial orders there 
having felt the stimulus since then. 

Two inferences are being drawn from 
the early descent on the Boston market 
of these volume buyers. One, of course, 
is that they would rather buy shoes 
at today’s price level than at that which 
may prevail later. The other is that 
they are anticipating not only a heavy 
but unusually early demand for white 
footwear on the part of women. 

The impact of these orders has im- 
parted added strength to an already 
strong kid market. Prices have 
strengthened materially. Kid prices, it 
will be noted, did not go up as fast or 
as far as did calf during the early part 
of the summer, but recently have 
reached a level of from three to five 
cents above prices then prevailing. 


Sales Increase on Novelty Shoes 


Des MOINES, IowA — Novelty shoes 
this Fall are bringing in the customers, 
and there is an unprecedented demand 
for green, as well as the more cus- 
tomary brown, black, and blues, in 
fabrics and suedes, according to C. 
Cover, manager of the Kinney Shoe 
Store. 

Des Moines shoe dealers had an 
early start for the Fall business, but a 
recurrence of Summer weather brought 
a setback. Several dealers believe the 
Fall promotions start too early, and do 
harm in the long run. 

A second Thom McAn shoe store 
opened September 14 in Des Moines at 
510 Walnut Street. The store on Locust 
Street will also continue to operate. 


Regular Counters for 
Leather Heels 


LYNN, Mass.—Most of the counters 
of current manufacture are regular 
for dimensions as well as for shape, 
about the only abbreviated counters in 
the factories being those for dancing 
sandals, 

The fashion of leather heels has 
revived the demand for counters molded 
especially for shoes so heeled, these be- 
ing slightly different in shape from the 
counters that are used on shoes that 
carry wood heels. 
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Promotional Themes for Late Fall 





















One of a series of timely Fall window presentations by Palmer Boot Shop, Chicago. 
Football was the theme in this instance, with artistic large size illustration of stadium 
in the background. 


Following a month in which sales of 
shoes at retail have been slowed up 
somewhat, in many localities, as a re- 
sult of unseasonable weather, stores 
stand in need of spectacular promotion. 
November offers favorable opportuni- 
ties for the planning of displays that 
will command the attention of a public 
eager and able to buy shoes that are 
styleful and seasonable. 

A change to weather conditions more 
in keeping with the Fall season is, of 
itself, a definite trade stimulus to 
which retail business can be counted 
on to respond during the next month. 
Shrewd and practical merchants, how- 
ever, recognize the fact that when the 
tide is turning in their direction, care- 
fully planned and well timed promotion 
is essential to enable them to make the 
most of their opportunity. When 
people are in the mood to buy, then is 
the time when good advertising, at- 
tractive stores and interesting displays 
within and without will produce the 
best results in actual increased busi- 
ness, 


Planning November Windows 


In planning November windows, 
therefore, merchants and display men 
should consider carefully the kind of 
shoes that will be wanted, the purposes 
for which they will be bought and the 
kind of costumes with which they will 
be worn. It is surprising how many 
window and promotional ideas will oc- 
cur to the man who makes these con- 
siderations his first thought when he 
starts to plan displays or advertising. 

November, for example, instantly 
suggests the thought of the Thanks- 
giving holidays, and most shoe stores 
figure to have a Thanksgiving window. 
What sort of a window should it be? 
There will be so much of the tradi- 
tional sort of Thanksgiving publicity 
the latter part of November that a 
window with pumpkins, shocks of corn, 


stuffed turkeys, etc., may not prove 
very original if you are located in a 
community where there are a great 
many stores. Furthermore, while a 
background of this nature may be at- 
tractive and have definite value as an 
attention getter, it doesn’t necessarily 
serve the practical purpose of selling 
shoes. 


Thanksgiving Promotions 


So let’s look at Thanksgiving promo- 
tion from the practical angle of shoe 
selling. What sort of shoes will your 
customers want at this particular time? 
For what sort of occasions and ac- 
tivities will they wear them? And 
with what kind of customer? Think 
of it in this way and you are pretty 
sure to get a cue that will help you 
plan the kind of windows and ads that 
will click in your cummunity. 

Thanksgiving is the first of the big 
holidays of the Fall and Winter sea- 
son. Young folks will be home from 
school and college. There will be 
dances, parties, football games, amuse- 
ments and entertainments of all sorts. 
It’s your first big opportunity to put 
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over a real promotion of evening and 
formal footwear. The collegiate types 
of shoes for young men and young 
women should be in demand. Shoes 
bought in September are pretty well 
worn by this time. and it’s a good 
chance for young folks, home for the 
holiday, to stock up and let Dad foot 
the bill. Boys and girls below the 
high school age should be considered, 
too. The Thanksgiving vacation of- 
fers an opportunity to mothers to 
bring them in and replenish their shoe 
wardrobes. And, aside from the schoo! 
angle, the season around Thanksgiv- 
ing is an excellent time to play up 
the dressier types of formal and semi- 
formal footwear for everybody, in win- 
dows that suggest something of the 
atmosphere of the holiday. 


Football Interest at Climax 


Armistice Day is of greater interest 
than ever this year because of war 
and rumors of war. Plan a patriotic 
display and emphasize the peace angle. 
Its actual selling results may not be 
very great, but if it’s done in a digni- 
fied and worth while way, it has goo 
will possibilities and will bring your 
store to the attention of people who 
may not be accustomed to coming to 
you for shoes. Displays of this sort also 
stamp you as an enterprising mer- 
chant who keeps his business abreast 
of what’s happening in the world. 
November is the month in which the 
football season attains its climax and 
there’s at least one contest of major 
local interest in every town and city 
where football is played. If you are 
in a college town, or a city that hap- 
pens to be the seat of a college or uni- 
versity, it may be a big intercollegiate 
game. If you are not in a college 
community, it may be a high school 
game that attracts wide local interest. 
In either case it’s an opportunity to 
plan a football window with real sell- 
ing appeal, featuring smart types of 
Fall oxfords and outdoor footwear for 
men or women or both. Blown up 
photos of football games, shots of the 
star players in action, footballs, pen- 
nants and colors constitute material 
of the readily available sort that can 
[TURN TO PAGE 80, PLEASE] 





A thoughtfully planned and very pleasing Fall window display, used by George W. | 
Apslund, of Ironwood, Mich., to open the season. It occasioned favorable comment 
and produced gratifying results in actual sales. 
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Note the name on the arch-brace, 
visible to your customer's eye; 
therefore, a helpful selling feature. 











AT LAST—We have perfected a semi-flexible Nu- 

Matic arch brace that adds additional support to the 

weakened and fallen arches—plus—the everlasting 

Sh features that have made the Nu-Matic 100% nail- 
op the Mar- less cushion the outstanding comfort shoe of today. 
bridge Building — 
Headquarters for 


This scientific cushion shoe will spell 
Value and Style 


“repeat profits’ for you. Send for our 
catalog of men’s and women’s shoes 
Under one roof... the showrooms 
of the shoe industry’ s leading man- BEWARE OF IMITATIONS. 
ufacturers ... easily accessible to 
retailers and buyers, who, in one 
visit, may learn all that is new and 
smart in the shoe world. 

The coming season’s outstanding 
shoe styles are on display now at 
the Shoe Buying Centre in New 
York . . the crossroads of the 
trade ... the Marbridge Building. 


Exclusively Manufactured by Rohn Nu-Matic Shoe Manufacturing Company 
512 W. Florida St., Milwaukee, Wis. 


Rolin Hu Matic 


Come and see them before you buy! 





11328 BROADWAY fas. NEU YORK 


CUSHIONED SHOES 





Thom McAn Celebrates 50 
Million Pair Anniversary 


BROOKLYN, N. Y.— The Brooklyn 
District Thom McAn Club celebrated 
the company’s Fifty Million Pair Anni- 
versary in conjunction with Thom 
McAn’s 138th birthday, by a banquet 
and dance held at Trommer’s Tavern 
in Brooklyn, recently. 

One hundred and fifty people attended 
this affair, including the entire Brook- 
lyn district with their wives and 
friends. 

Mr. and Mrs. Fallon and J. Fitch, 
executives of the company, attended 
the affair and were received with much 
enthusiasm by the shoemen present. 

The affair was planned and run by 
the committee consisting of Michael 
Tortora, William Churgel, and Murray 
Marcus. 


Southern California 
Reports Gains 


Los ANGELES, CaL.—Retail gains 
running as high as 15 per cent above 
a year ago are reported by the local 
Chamber of Commerce. Industrial em- 
ployment at the end of August had 
reached a peak not equalled since No- 
vember of the year 1931. Also, says 
the press release of the local Chamber 
of Commerce, “with more than three- 
quarters of the year past, Southern 
California agriculture is well on its 
way to a record year.” 


Terry Cramer Named 
Fashion Director 


NEw YorkK—Charles W. Conaway, 
president of Shoe Fashion Research 
and Studio Adolph, with headquarters 


MISS TERRY CRAMER 


in the Marbridge Building, New York, 
announced the appointment last week 


of Miss Terry Cramer as fashion di- 
rector of his organization. 

Miss Cramer has had exceptionally 
wide experience in fashion’s realm and 
in executive capacity with many 
famous, exclusive style establishments. 
She has been an advertising manager 
practically from the time she left col- 
lege, first with Stewart’s old store at 
Fifth Avenue and 36th Street and 
later when that organization opened 
the store that is now Bonwit Teller’s. 
When Stewart closed, she became af- 
filiated with Bruck-Weiss, in charge of 
advertising and publicity. Later, she 
joined Bonwit Teller, Philadelphia, 
with complete charge of advertising, 
sales promotion, and fashion displays. 

Miss Cramer achieved notable suc- 
cess through her fashion shows, teas 
and all the other smart functions that 
distinguish the promotional doings of 
exclusive shops. But New York beck- 
oned again to her and, after two years 
in Philadelphia, she returned to as- 
sume the post of advertising director 
of Oppenheim Collins, New York. One 
of her notable accomplishments in this 
capacity was the complete change in 
that store’s advertising style and the 
emphasis on fashion correctness. 

Shoes have long been a fetish with 
her, so Miss Cramer decided to branch 
out and utilize her vast fashion expe- 
rience in this specialized field. 
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GREGORY & READ CO. 

























Children's Footwear 


















MBS. DAY’S IDEAL BABY SHOES 
: Infants’ Soft Soles.. 0-3 

Intermediates ...... 1-5 

Flexible Hard Soles. 2-6 


Send for In-Stock 
Catalog 


MRS. DAY'S IDEAL BABY 
Locust St. 














Danvers, Mass. 
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Men's Shoes 
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New Shelby Shoe Store 


SHELBY, N. C.—One of the most mod- 
ern shoe stores in North Carolina was 
recently opened in Shelby N. C., by two 
of this community’s best known shoe 
men under the name of Houser-Brewer 
Brownbilt Shoe Store. Both of these 
men have been in the shoe business for 
some time. 

The interior of the store is finished 
in a silver gray, with wicker chairs and 
fitting stools of the same color. They 
follow this color scheme in an inlaid 
linoleum which biends harmoniously 
with the balance of the fixtures. 
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Artistic Exterior Suggests Fashion 





The newly modernized front of the Ansonia Shoe Store at 25 W. 34th Street in which 
building they have installed their business offices, moving here from 122 W. 
26th Street. 


New YorK—The Ansonia Shoe Store 
at 25 W. 34th Street is one of the 
largest shoe stores in New York City 
and exemplifies the modern trend in 
smart shoe merchandising. The de- 
signer, Don Schillman, realized that it 
was necessary to combine conservative 
design with original materials and 
treatment, and the finished job incor- 
porates these features. 

The exterior is in white honed Car- 
rara and polished bronze wherever 
metal was used. The Terrazzo floor 
was designed to give the illusion of a 


circular lobby and is richly ornamented 
with bronze inlays. The _ vestibule 
ceiling carries a note of rich simplicity 
and refreshing colors, illumination be- 
ing supplied by concealed Neon tubes 
to give a warm glow and enhance the 
effect of the concentric silver coves. 
All glass work and mirrors are in a 
lovely roseador shade, richly engraved 
with floral designs. 

The entire effect is one of beauty 
and originality that attracts the femi- 
nine gaze and supplies the correct back- 
ground for style merchandise. 





Visits Home Office 


BatTimorE, Mp.— Arthur (Sonny) 
Deich, who represents the specialty 
shoe house of D. Myers & Son of this 
city in Texas, Oklahoma, Arkansas, 
and Louisiana, and makes his head- 
quarters in Dallas, Tex., came on to 
the home office here last week. His 
purpose is to go over the line. He 
said he has had the best early Fall 
business in his connection with the 
house, but he has come in to get the 
very newest numbers and to freshen 
his contacts with the house, in order 
to better service his long list of cus- 
tomers. 





New Shoe Findings Company 


BALTIMORE, Mp.—The National Shoe 
Products Company, with headquarters 
and general offices at 5 Hopkins Place 
this city, is a newly formed organiza- 
tion, created for the purpose of han- 
dling the exclusive sales of products in- 
tended for the shoe findings, shoe man- 
ufacturing and retail fields, nationally. 

The heads of the organization are 
E. M. Klein and Samuel Rose. Both 
these gentlemen have backgrounds of 
shoe experience and connections and 
announce an aggressive sales policy in 
connection with the lines represented. 
At present Mr. Klein said they are 





about to come out on the market with 
a white shoe cleaner for the coming 
Spring season that is altogether unique 
in character and results attained. 


Spektor With Child's 


Form Firm 


NEw YorkK—J. F. Spektor, formerly 
merchandise manager for the children’s 
shoe departments of the Coward Shoe 
Stores, which position he held for «a 
period of three years, has become as- 
sociated with the Child’s Form Shoe 
Co., Inc., at 861 Flatbush Avenue, 
Brooklyn. This is the first unit of a 
contemplated chain of stores that will 
specialize exclusively in children’s 
shoes. Mr. Spektor is merchandise 
manager and vice-president. 


Adds New Shoe Line 


New HAVEN, Conn.—Samuels’ Arch 
Aid Shoe Shop, 151 Temple Street, 
conducted by M. H. Samuels, has an- 
nounced the addition. to its lines of 
Walk-Over shoes for women, supple- 
menting the store’s agency for Arch- 
Aid women’s shoes and Arch Grower 
children’s shoes. The Walk-Over 
women’s line was formerly carried by 
the Walk-Over Shoe Shop, the business 
of which was liquidated this Summer 
by its owner, Sydney Stokes. 
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TO NEW YORK? 
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SMOOTHIE SPATS 


ZIPPER FASTENED— 
NO BUTTONS 


An instant hit with men everywhere! Here 
are the features men like about Smoethie 
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U. S. Pat. 
No. 2,021,189 


P. J. SPAT CO. 





$1.95 and up depending on 
materiais. 


GLOVERSVILLE 
NEW YORK 








SWATCH FREE 0” 


A POST CARD WILL BRING YOURS 


FY) 


THE HINDE & DAUCH PAPER COMPANY 
SANDUSKY, OHIO 


461 DECATUR STREET 


The Ideal Place to Stop—Because: 


@ It’s Convenient. 
business section, a step from Grand Central 
Station, near important office buildings, Broad- 
way theaters, night clubs, and the fashionable 
shops of Fifth and Madison Avenues. 


@ It’s Distinguished. A modern hostelry that 
combines economical town living with the 
comfort, charm and courtesy of a private home. 


Located in the mid-town 


@ The Rates are Reasonable 
AT THE BARCLAY BAR—You will 


find privacy, quiet, courteous service 
and fine liquors. 


THE BARCLAY, 111 East 48th St., New York 
Geo. W. Lindholm, Manager 














What's New 


New Foot Exerciser 


There is romance in the story of the 
Doumitt foot exerciser. It sprang 
from the need of: a small town depart- 
ment store proprietor in Oregon. Ned 
S. Doumitt had spent thousands of 
dollars with doctors and had gone to 
many places in order to find some re- 
lief for his foot troubles. Finally he 
hit on the idea of sitting down in a 
chair and pushing a little roller back 
and forth under his feet. It helped. 














Doumitt Foot Exerciser 


As a result of this a roller was 
finally worked out which has grooves 
in it, and which had a larger diameter 
at the center, tapering off to the edges. 
To keep the roller in line, a wooden 
track was made. 

With the discovery of this device 
came an interest in the retail shoe 
business, so now Doumitt and his 


brother have a fine retail shoe store 
at 908 S. W. Morrison St., Portland, 
Ore. At first several retail stores 
heard of this method of relieving foot 
troubles so Doumitt made several for 
them. The fame spread so that now 
he is selling them to many parts of 
the country. A number of retail stores 
have found it advantageous to sell 
these devices to their trade, as they 
may be retailed at a very nominal 
sum. 


Salesmen's Pictures on 
Match Books 


TOPEKA, KAN.—Match books, bear- 
ing on one side the picture and name 
of a salesman and on the other side an 
illustration of a shoe style, are used 
by the women’s shoe department of the 
Palace Clothing Company of Topeka, 
Kansas, to introduce the sales staff 
to the public. 

The matches proved so successful 
in the men’s departments that the 
Palace decided to use them on the wo- 
men’s side; and now, after a year’s 
trial, finds them important in _per- 
sonalizing the department. 

Each of the salesmen is allowed 5000 
of these personal match folders each 
season. The shoe styles which are il- 
lustrated are conservative smart ones, 
changed according to the season. 


Foot Oscillator Demonstrated 


SAN DreGoO, CALIF.—One of the ex- 
hibits at the San Diego Fair which has 
attracted much attention from the 
thousands of visitors is that of Vi-Ped- 
Ex Company, of Pasadena, who have 
been demonstrating Dr. Pyles Foot 
Oscillator. Approximately 45,000 peo- 
ple were treated during the first 62 
days of the fair. 

In the largest percentage of cases, 
it was found that the chief complaints 
were lack of circulation in the feet, 
bunions or callouses. People who were 
treated with the Oscillator afterward 
found their shoes much more comfort- 
able, and some questioned the owner- 
ship of their shoes, due to the reduc- 
tion in swelling which made the shoes 
feel much larger. 

The Dr. Pyles Foot Oscillator was 
also demonstrated at the Los Angeles 
County Fair at Pomona, where over 
6000 people were treated in 17 days, 
with similar results. The machine 
operates by electricity. 


Novelty Shoe Prices Up 


Lynn, Mass.—Costs of making pop- 
ular novelty shoes here are up a dime 
or more above the low of the year, and 
further advances are expected, because 
of the steadily rising costs of leather, 
some foreseeing that the total may be 
as much as 25. cents per pair. 



















Women's Shoes 
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Modern Turn Shoes That Fit 
WILL NOT GAP 
SS EB iia New “SHORT BACK” Lasts 
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$2.15 IN STOCK catalog II 





@KUSH-IN-EZE® 
HAND TURNED 
FOOTWEAR 
IN-STOCK 


No. 202 Black 
Kid $2.00 


VAUGHAN 
TOWLE co. 


WAKEFIELD, 
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Women's Comfort Shoes 
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® FELT FOX BALS # 
GENUINE HAND TURNED 


IN STOCK 


3-9 Width EE 
Red felt lined 


















No. 4626 ........-. $2.35 
as ilestrated. Black kid 
vamp and fox with felt 


top. 

» 4625 2.000. $2.10 
rn felt with black 
kid side patch and 
front seam. 
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ANDOVER, MASS | 
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MEN’S BOWLINGE SHOES 
No. 1006 


Black Kid Upper—Right Foot Rub- 

ber Sole—Left Foot Buckskin Sole 

ry oe Rubber Heel—Sizes (9% 
4 


6 
Priee $1.80 Pr. 
plus 10% Fed. Tax. 
MIDWEST SLIPPER 
MFG. CO. 

512 S. Peoria St. 
Chicago, tI. 





M. J. Zimmer 


MILWAUKEE—M. J. Zimmer died on 
Thursday, Oct. 17. He was well known 
to the trade some fifteen years ago as 
the head of the Kalt-Zimmer Shoe Co. 
making children’s shoes. He was around 
sixty years of age and had retired from 
business about ten years ago. 


William T. Livingston, 
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chairman of the Michigan Retail Shoe Dealers Association 

Convention Committee, and president of R. H. Fyfe & Co., at the left; Clyde K. Taylor, 

president of the Michigan Retail Shoe Dealers Association, standing in the center, and 

Charles R. Drummond, chairman of the Michigan Shoe Exhibitors Association, at the right. 

They met in Mr. Livingston's office to discuss plans for the coming state convention, to be 
held in Detroit, January 12, 13, 14, 1936, ‘at the Detroit-Leland Hotel. 





Oxygen Tent Saves Life 


Pontrac, ILtu.—Harold Legg, son of 
Jesse E. Legg, president of the Pontiac 
Shoe Mfg. Co., Pontiac, Illinois, early 
last month went on a fishing trip. 
While standing in the stream, a limb 
fell from a tree, striking him on the 
head, and his companion had quite a 
job saving him from drowning. It 
looked for a time as if he would die 
as a result of the incident, and as the 
result of an appeal made to E. B. 
Steere, sales manager of J. P. Smith 
Shoe Company, around midnight, Mr. 
Steere and Sam Wolf secured an 
oxygen-tent and drove during the night 
to Pontiac, over 100 miles away, with 
the result that this act is credited with 
saving the boy’s life. 





Army to Buy More Shoes 


BosTon, Mass.—-Following closely on 
the heels of a large order for service 
shoes, the United States Government 
is again in the market. 

On November 25, bids will be opened 
at the Boston Quartermaster Depot for 
323,333 pairs of this type of footwear, 
to be made with full middle sole and 
a 6/8 all-rubber heel. ‘Middle soles,” 
according to specifications, “shall be 
full length, seven irons in thickness 
and cut from full grain oak or union- 
tanned backs made from fine-haired, 
green salted hides. Middle soles to be 
number one shoulder quality or equiv- 
alent, fine and firm, free from brands, 
cuts or holes.” 

On November 22, three days before 
the opening of the service shoe bids, 
bids will be opened, also, for approx- 
imately 11,000 pairs of knee - length, 












heavy rubber boots; 6500 pairs of hip 
rubber boots; and 20,400 pairs of rub- 
ber-top arctics. 





New Stores at Alhambra 


ALHAMBRA, CAL.—Alhambra boasts 
two new places for the public to buy 
its shoes. 

Woodruff’s, men’s store at 28 West 
Main Street, has added a men’s shoe 
department with R. E. Mace, formerly 
proprietor of Mace’s Shoe Store, 16 
West Main Street, as manager. A 
widely known nationally advertised 
five dollar shoe is stocked and the stock 
of men’s shoes is as large and complete 
as any in the city insofar as the run 
of widths, lengths and patterns are 
concerned. The department is newly 
furnished and well located. 

A popular price shoe store for men, 
women, and children, known as The 
Fashion Bootery, has opened at 25 
West Main Street by M. Dick of The 
Fashion Outfitting Company of Los 
Angeles. C. T. Imlay, formerly con- 
nected with Kirby’s Shoe Store here, is 
the manager and he has two full time 
assistants. This store is 16 by 60 fi. 
in dimensions and features merchandise 
ranging from $3.00 to $5.00. 





Al Rice Joins Rice-O'Neill 


NEw York, N. Y.—AI Rice, former!y 
with the Wolff-Tober Shoe Mfg. Cv., 
St. Louis, is now associated with the 
Rice-O’Neill Shoe Co., also of St. Louis, 
and is representing them in the entire 
East, including Washington, Baltimore, 
and Philadelphia. Mr. Rice is now 
starting out on the road with his new 
Spring line. 
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New York City 


When you come to 
New York to attend 
the Nat’! Shoe Manu- 
facturers Asso. in 
Dee. (or any other 
time) stop at this 
modern, 24-story hotel 
—in the very center 
of Times Square. 
Only four minutes’ 
WALK to ‘Radice 
City,’’ 69 theatres and 
Madison Square Gar- 
den. 


n | 
45th Street, Just West of Times Square. 


W. Stiles Koones, Mgr, 


Gin Jip dip dip dip dip dip, dip dip, dip dip, di, dai 











Maximum comfort at 
minimum cost. Fine- 
ly furnished rooms 
with all up-to-the- 
minute conveniences 
(including 60 watt 
bathroom bulb s—a 
great help when shav- 
ing!) Daily rates as 
low as $2.50 single— 
$3.50 double. (Please 
write for reservations 
to insure choice ac- 
commodations.) 
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Chain Store Efficiency 
records are made available 
to independent retailers in the 


Recorder’s Stock Record System 
(either in cards or book form) 


Samples on Request 


MERCHANT’S SERVICE DEPT. 
209 So. State St., Chicago, IIl. 
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BELLEVUE STRATFORD 


In Philadelphia 


You will enjoy your stay at 
the Bellevue ... you will 


enjoy its world famous cuisine 





. .. its smartly modern com- 


= 


forts and appointments . 
its traditional hospitality. 


a 
EPS. 
es 


=> 


SRR 
v 


Your engagements, theatres, 


% 
Stet cy 


v 


shops, sports and transporta- 


SS 


tion are conveniently close by. 


RATES AS LOW AS $3.50 


One of the World’s Great Hotels 
CLAUDE H. BENNETT, Gen. Mgr. 
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Obituaries 
C. L. Prince 


LEWISTON, Me.—C. L. Prince, 74, 
oldest shoe dealer in this city and one 
of its most widely known business men, 
died at his home, Ocotber 14. He had 
been in ill health since early in the 
summer, though able to attend business 
most of the time, and was confined to 
his home only a week. 

He came to Lewiston from Bruns- 
wick and purchased the business of 
Richardson & Farr on Lower Main 
Street, moving it to the corner of Bates 
and Lowell Streets. He had occupied 
that store continuously since that time. 

Mr. Prince was affiliated with the 
Old Bates Street Baptist Church for 
Many years, serving as treasurer for 
a long time and holding that office 
when the three Baptist Churches in the 
city were merged in one. He continued 
to be active in the affairs of the United 
Baptist Church and was chairman of 
the building committee when the pres- 
ent edifice was erected. He had served 
on numerous committees of this church. 
He was also a member of the Knights 
of Pythias. 


William H. Grimshaw 


PROVIDENCE, R. I.—William H. Grim- 
shaw, export sales manager and assist- 
ant secretary of the Everett & Barron 


Co., manufacturers of shoe dressings, 
died suddenly on October 21. 

Mr. Grimshaw had been with this 
firm for twenty-five years, beginning 
as New England salesman. Later he 
traveled through the South and then 
took charge of export sales, which 
made it necessary for him to travel ex- 
tensively in England, France, Australia, 
New Zealand, the Philippine Islands, 
China, Central and South America. 
Recently he came into the office, han- 
dling the export business as well as 
acting as assistant secretary of the 
corporation. 


Mrs. Samuel N. Juneau 


Los ANGELES — Mrs. Samuel N. 
Juneau, wife of Samuel N. Juneau who 
was vice-president of the Los Angeles 
Shoe Travelers Association last year, 
died October 17 after an illness of eight 
months. Samuel Juneau is well known 
in the shoe trade on the Coast and his 
loss was deeply felt among his friends 
in the trade. 


Louis D. Markwell 


MILWAUKEE, WIs.—Louis Davis 
Markwell, 72, retired shoe jobber and 
former head of the L. D. Markwell 
Shoe Co., died at his home here Oc- 
tober 15 after an illness of several 
months. Mr. Markwell is survived 
by a daughter. 


Vitality Salesmen Meet 


St. Lours—Vitality Shoe Co., St. 
Louis, held its semi-annual sales con- 
ference at headquarters the week of 
Oct. 23 to 28, at which time the road- 
men were given their new Spring lines. 
The men’s line has been broadened by 
the addition of six new lasts and in 
the women’s shoes a new last particu- 
larly adaptable to unlined shoes for 
young women, has been added. The 
week’s series of conferences was topped 
off by the usual Vitality banquet, A. B. 
Fletcher, presiding. John Talbot was 
the chief speaker. 

Following is a list of the Vitality 
salesmen and their respective terri- 
tories: M. P. Bringardner, Indiana and 
Michigan; J. R. Burriston, California; 
R. C. Farrar, Oklahoma, Missouri and 
Kansas; J. W. Field, Mississippi, 
Arkansas, Louisiana and Alabama; 
C. E. Goodrich, Mountain States; W. J. 
Harney, Ohio; W. L. Jonakin, Virginia, 
West Virginia, Kentucky and Tennes- 
see; J. L. Locke, Southeastern States; 
J. G. Mazur, Illinois and Iowa; A. R. 
Moore, Wisconsin, North and South 
Dakota, Minnesota and upper Michi- 
gan; Larry O’Connor, Eastern Penn- 
sylvania and Delaware; A. W. Show, 
New England; H. E. Summers, West- 
ern Pennsylvania; J. C. Thomas, New 
York State; A. K. Umphrey, Oregon, 
Washington and Idaho; M. A. Weiss, 
New York City and New Jersey; C. K. 
Wheeler, Texas. 
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Dancing Shoes and Taps 
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e. 
Wom. Miss Child. 
$1.20 $1.15 $1.10 
BROOKS SHOE MFG. CO. 
Swanson and Ritner, Philadeiphie 


TAP DANCING THEO SLIPPER 


PATENT LEATHER 
1305—Childs’, 8'/2/11 
$1.00 


1306—Misses’, 11'//3 
$1.05 



























1307—Growing Girls’, 
BYe/B .cccee $1.10 


BLOG SHOE CO., INC. 
147 Duane 8t., New York City 
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Men's and Women's 
Slippers 


i i le er hi ll ee i el eel 


EVANS-SLIPPERS 


HAND TURNED CEMENT 
OR PADDED SOLES 





























No. 1605. 
Padded sole 
opera 
Tan and Black, 
6-12D $1.25 















77 STYLES 
IN-STOCK 
SEND FOR 
CATALOG 







WAKEFIELD 
MASS 


L.B.EVYANS'SON CO. 













Big Leather Buyers 
Pay Price Advances 


Boston, Mass. — The leather and 
hide markets continue strong, and 
while activity has slackened somewhat, 
a more than fair volume of business 
has been booked recently at prices, in 
some instances, 50 per cent higher than 
those prevailing during the “boom” 
which hit the leather market last 
Spring. 

Tanners and shoe manufacturers 
both point out the necessity of pricing 
their merchandise on the basis of re- 
placement cost; and volume buyers re- 
cently in the market, recognizing the 
now apparent inevitability of higher 
prices at retail, have paid advances for 
their staple Spring lines. 

Government production figures, re- 
leased October 24, show a September 
increase over the same month of last 
























BOOT AND SHOE RECORDER, November 9, 1935 


Mandel’s Adds New Floor in Store 








The new third-floor women's shoe department of Mandel's, Inc., created in a home- 
like manner. The new department was installed on the third floor to insure absence 
from the street noises. The second floor is used as a stockroom. 


Los ANGELES—Mandel’s, Inc., Fas- 
cinating Slippers, has added a third 
floor to the down-town store at 516 
West Seventh Street. The new de- 
partment occupies the entire floor and 
features a nationally known shoe for 
women in a $6.90 to $8.75 price range. 

The department is as artistic and 
well lighted as can be found in down- 
town Los Angeles, the salon arrange- 
ment being used, the stock rooms being 
at the sides and rear, easily reached 
through openings draped with color- 
ful draperies. 

“The atmosphere we have tried to 
create is one of home,” says H. C. 
Wolfson, general manager and mem- 
ber of the firm. “We want people to 
come to this department, feel com- 
fortable and at ease and stay as long 
as they like. It appears that we have 
achieved exactly that.” 

The carpeting is in subdued green 
broadloom and the walls and ceiling 


are bright tones of tan with brown 
lining for finish and contrast. The 
furniture is in antiqued white giving 
a colonial effect, while the upholster- 
ing in tapestry takes on brightening 
colors. Venetian blinds give another 
home-like twist to the salon. 

Large circular shadow boxes in the 
walls give space for individualized 
groupings. The supporting pillars 
have been enlivened with full lengt) 
mirrors, while the canopy display ar- 
rangements near the hosiery case give 
a new touch. 

At the rear of the main salon are 
the general offices of the company and 
at one side is the small office for the 
manager. 

The salon is 35 feet wide and 70 feet 
long. In order to insure absence from 
noises and give the homelike atmos- 
phere the shop was installed on the 
third floor in place of the second floor, 
the latter being used as a stock room. 





year of 17.6 and a slight seasonal de- 
crease from August of this year. This 
sustained production, it is pointed out, 
not only accounts for activity in the 
leather market; but is gradually re- 
moving from the market all the leather 
—both sole and upper—made from low- 
er priced hides. 





Fire in Dow S. Barnes Store 


ITHACA, N. Y.—Fire one night last 
week did considerable damage in the 
shoe store of Dow S. Barnes, Inc., of 
which Frank E. Gibbons is president 
and treasurer. Most of the stock and 
fixtures were destroyed, and the foot- 
wear that was not burned was so badly 
damaged by water that it will have 
to be replaced. Insurance covered the 
loss. The business will be continued 
in another location until the damaged 
building can be rebuilt. Mr. Gibbons 
was elected a director of the New York 
State Shoe Retailers Association at its 
recent convention in Syracuse. 





Shoe Store in New Location 


New Haven, CONN.—The retail shoe 
business of M. Myers & Son, conducted 
by David Machol, has moved from 135 
Orange Street to new quarters at 162 
Temple Street, being the second shoe 
firm within a few weeks to choose a 
Temple Street location. The business 
was founded 67 years ago by Michac] 
Myers and continued by his son, Wi!- 
liam F. Myers. Mr. Machol, a nephew 
of William Myers, became head of the 
firm in April, 1982. The Foot Delight 
line of women’s shoes is featured. 


Opens New Foot Comfort Store 


RACINE, WIs.—Martin A. Nelson, en- 
gaged in the shoe business for 15 years, 





has opened the Nelson Foot Comfort 


store at 211 Sixth Street here. Before 
moving to his new location, Mr. Nelson 
operated a store at 3211 Washington 
Avenue. With a view to specializing in 
foot treatment, he took courses in 
orthopedics in Chicago. 
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600 ROOMS 
WITH BATH 
$250 UP 


HOTEL PENNSYLVANIA 


PHILADELPHIA : 


Ten TIT?! States Rubber Company 


39™ & CHESTNUT STREETS - 


F 2 telat 





Page 73 


AAA A 


YOU CAN NOW INSTALL IN YOUR 
THE SMOOTH RUNNING 


SLIDE FASTENER 





which the United States Rubber Company 
has perfected and installed in all of its own 
footwear during the past eight years. The 
construction is different from that of any other 
slide fastener. The elements are polished and 
plated before they are assembled on their 
especially designed tape. They will not rust 
or tarnish. Here is the ultimate in strength. 
Here is customer satisfaction. 


Manufactured since 1927 


U.S. RUBBER PRODUCTS, INC. 


Shoe Hardware Division 
WATERBURY CONNECTICUT 
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Children's Shoes Consolidated 


in One Department 


DENVER, CoLo. — Just in time for 
school opening, the Fontius Shoe Com- 
pany discontinued the children’s sec- 
tion of its basement shoe department. 
All children’s shoes are now con- 
solidated in one department on the 
main floor. 

Max Breier, buyer for the depart- 
ment, says this move has been con- 
templated for some time. Handling 
children’s shoes in two places is awk- 
ward for several reasons. First, when 
a customer walks in it is impossible to 
“size her up” and direct her to the 
proper section. She is offended if sent 
to the basement when she intended to 
pay first floor prices, and vice versa. 

Second, it is hard to keep salespeople 
keyed up about selling children’s shoes 
downstairs, away from the department 
head. Third, it is hard to control stock 
properly and a certain amount of du- 
plication is inevitable. More odds and 
ends are accumulated. Fourth, if a 
customer fails to be suited in one de- 
partment it is seldom possible to march 
her a quarter of a block and start all 
over again in the other department. It 
is equally hard for the salesperson to 
go to the other department for shoes. 

Consideration was given to consolida- 
tion of the.children’s shoes in the base- 
ment instead of on the main floor. This 
idea was abandoned because the major- 
ity of Fontius’ trade is of the better 
type. The change will not involve the 


discarding of any price lines. Basement 
prices have been about one dollar lower 
than upstairs prices. The basement 
will now sell women’s shoes only, fea- 
turing largely $3.95 and $4.95 prices 
as- in the past. 





MIS-MATES 


Mis-mates have always been a troublesome 
problem in shoe stores. What is the best way 
avoiding them? We would appreciate hearing 
from many retailers, large and small, on how 
they avoid having mis-mates in their stores. 
Send us your letters on this subject. We will 
print them without names in forthcoming 
issues. 

Please address Boot and Shoe Recorder, 
Feature Editor, 239 West 39th St., New York, 
N. 





Bronx Merchants Meet 


New York—Retail Shoe Merchants 
Association, Inc., of the Bronx County 
of New York, met in second annual 
convention at the Hotel Lismore on Oc- 
tober 29 and, with an attendance of 200, 
reaffirmed their decision to fight for the 
right of conducting independent busi- 
nesses. 

The meeting was called by A. Dallek, 
chairman and secretary, who explained 
the accomplishments of the association 
in the past year in protecting mer- 
chants and preventing sales at retail 
and wholesale houses in organization 
and in cooperative promotion of regu- 
lar shoe selling. 


Speakers were Louis Bennett, former 
Assistant United States Attorney Gen- 
eral; H. Farber, prominent attorney; 
Arthur D. Anderson, and an open 
forum in which members participated. 

The meeting continued until long af- 
ter midnight. The officers of the asso- 
ciation are: A. Schuchman, president; 
S. Schoen, 1st vice-president; H. Katz, 
2nd vice-president; Ed. Strauss, finan- 
cial secretary; N. Horn, treasurer, and 
A. Dallek, secretary. 

The dues are $12 a year. All of it 
is spent in service to the merchant and 
no officer receives remuneration. 


Peter Fick Takes on Bates Line 
WEBSTER, Mass.—Peter Fick, well 
known in the shoe trade of the south- 
eastern section of the country, is now 
representing Bates Shoe Company, 
men’s shoe manufacturers, in the states 
of North and South Carolina, Georgia, 
Alabama and Florida. Having his 
home in Macon, Ga., he is on the job 
all the time, and his general experience 
in both retail and wholesale fields has 
given him a background that enables 
him to understand the problems of the 
merchants on whom he calls. 


Store in Englewood 


CuIcAGo—Edison Brothers Company 
has recently opened a new Burt’s Shoe 
Store in the Englewood district at 6338 
South Halstead Street. This new store, 
the last word in modernism, is being 
managed by Willie Smith. 
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Shoe Trees 


QUICK PROFIT ITEM - 50): 
IMPLEX SHOE TREES ’ 
SELF ADJUSTING 

A Gentle Squeeze 
Inserts or Removes 


Simplex 


SHOE TREE | CO. 


Riding Boots 


RIDING 
BOOTS 


IN-STOCK 
For Men, Women and 
Children also 
Jodhpurs and Field 
Boots 








J. M. CONNELL 
SHOE CO. 


80. BRAINTREE 


MASS. Write for Catalee 


LARGEST 
BOOT STOCK 


in America 
Domestic and Imported 
For Immediate Delivery 


Men’s, Women’s, Children’s 
Boots for Riding 
Field, Hunting, Aviation 
Also Jodhpurs & Jodgores 








Complete Catalog 
R-7 on Request 


COLT 
CROMWELL CO. 
1239 Broadway 
New York City 
524 Santa Fe Bldg. 
Dallas, Texas 











N. N. Thomas Opens Store 


AMARILLO, TEX.—N. N. Thomas, 
who was associated with the Moore- 
Poston Dry Goods Company in Ama- 
rillo for 17 years, and who has sold 
shoes for more years than that, has 
opened his own shoe store, bearing his 
name, in Tulia, Tex. 
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Cardinal Store Features 
Modern Treatment 


Corpus Christi, Texas—Cardinal Booterie, located in the Nixon Building in the "top o' town" 
district, has completely remodeled its windows and vestibule, giving it one of the most attrac- 
tive settings in all of Southern Texas. 


The new front has been designed 
along architectural standards made 
popular by the Century of Progress 
exposition in Chicago and is the first 
in Corpus Christi to use the metal 
three-dimension letters seen every- 
where at the exposition. The windows 
of the store have been lowered 16 
inches from their former height and 
the perspective has been changed in 
order to give a full view of all mer- 
chandise displayed. Aluminum mould- 
ings have been used and below the 
windows is a base of blue vitrolite 
bordered in black carrera. 

The interiors of the windows have 
been repainted in light ivory to giye 
a maximum of light with a minimum 
of glare. The vestibule has been re- 
paved in blue and buff. The letters 
and background were designed by Burt 
Haas, local display artist. 

Ernest Cardinal, the owner, also 
announced that the shop will soon be 
equipped with a shoe fitting X-Ray 
machine, the first of its kind south of 
San Antonio. The foot, with the shoe 
on it, is placed in the machine which 
gives the wearer, the fitter and a third 
party an exact view of the position 
of the foot in the shoe and tells at a 


glance whether or not the shoe is 
properly fitted. 

“This is a revolutionary method of 
shoe fitting for Corpus Christi,” said 
Mr. Cardinal, “and as soon as this 
machine has been installed we are 
going to invite everyone to come in 
and view its working, whether they 
are ready to buy shoes or not.” 

In commenting on prospective busi- 
ness conditions, Mr. Cardinal stated 
that he expected the Cardinal Booterie 
to do the iargest business this fall of 
any season since 1929 and that in an- 
ticipation of this improved business 
condition he had on hand the largest 
stock since that time. 

“Even the styles for the new sea- 
son point to the fact that the depres- 
sion is over,” said Mr. Cardinal. “Pat- 
terns are more daring, with suede and 
gabardine as the leading materials and 
brown in first place among the colors. 

“The demand for evening shoes, also, 
shows that hard times are at an end. 
Shoes of this type used to be a strictly 
holiday item, but now there is a steady 
demand for these shoes, and we have 
no less than 15 styles in stock at the 
present time.” 





N.S.T.A. Sets Dates 


BostoN—The 25th annual conven- 
tion and meeting of the National Shoe 
Travelers Association, Inc., will be held 
in the Palmer House, Chicago, IIl., 
January 3-4, 1935. 

These dates were selected by the 
Board of Governors in accordance with 
the usual custom and convenience of 
the delegates, thus affording all an- 
ticipating attendance at the National 
Shoe Fair the opportunity of clearing 
up the work of their convention and 
making preparations for exhibits at 
the Fair, January 6-10. 

Through the national office of the 


travelers, in conjunction with the vari- 
ous railroads throughout the United 
States and Canada, the privilege of 
participating in the reduced fare will 
be extended all members of that as- 
sociation, allowing ample time to at- 
tend the Convention and Shoe Fair 
from January 3-10, 1936. 

Through coincidence, the National 
Shoe Retailers Association and the Na- 
tional Shoe Travelers Association, Inc., 
are to observe their twenty-fifth or 
Silver Jubilee and plans are being 
formulated to make sure that the oc- 
casions will be worthy of these major 
organizations of the shoe and leather 
industry. 
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Bookkeeping made so simple that a high- 
school boy would have difficulty in making 
errors of entry, if he follows the guide 
written in every-day language. 





COMPARATIVE TRIAL BALANCE yun 
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The Most Complete Reeord 


of Finances in the Most Convenient Form 


CONSISTING OF: giving you at a glance your net profits over any period 
Capi Seteugine to date, and any detailed information you may require. 
Daily Records— 


Departmental Records— The least entries —the least work— 
Cegueeniins: Rete of the least chance of confusion or error. 
Daily Record of Salesmen— Sales DAILY— Receipts 
Comparative Trial Balance— Sales Compar- 

Cloth board loose leaf binder. ison 





z NEW GOVERN- 
WEEKLY— Disbursements MENT suai 


Itemized Over- DEMAND MORE 
=0 Cost of Sales ( MONTHLY ) a ACCURATE AC- 
$10- Complete Returns FIGURES Net Earnings pt A.. “7 , bbe. 


Postage Prepaid USED IN CONJUNCTION WITH OUR STOCK AND DAILY SALES REC- PAST. 

(hacks byor! ontien, please) ps Rd GIVES THE BUSY STORE ACCURATE RECORDS OF EVERY sanmeiace 
niess U.D. 8 men EFI 

is pce dior ONE SET COVERS TWO YEARS’ REQUIREMENTS OF AVERAGE STORE. STOCK. 











I itiastae ie | <—<—=@F MAIL THIS TODAY 


Boot and Shoe Recorder 
209 South State Street 
Chicago, III. 


—Please send me the FINANCIAL RECORD, BOOT AND SHOE RECORDER 


for which find check enclosed for $10.50. 


—Please send me sample sheets for inspection. MERCHANTS SERVICE DEPARTMENT 
209 South State Street—Chicago, IIl. 












THE TICKET 
os 


CHRISTMAS 
DISPLAYS 


The backgrounds of both ticket 
and card are snowy white, on 
which the seasonal designs are 
cheerfully presented in bright 
red and green. The display 
card has an additional color— 
gold—which enriches the card 
considerably. 


Youare | | 
Weer nside 
let us shor you 
our lovely’ answers 


to your fgift 






































CARD HOLDERS 
Oval base—burnished gold— 


three-color trim. These modern- 
istic holders take any size card, 
and harmonize with the finest 
window display fixtures. 










Supplied with annual services. 
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| Suggest Your Merchandise 
as Seasonal Gifts « with 
Christmas Cards and Tickets 







DISPLAY CARD SAMPLES, HARMONIZING TICKETS 
and SELLING MESSAGES SENT ON REQUEST 







14 snappy and informative selling messages 
each month for men's, women's, children's shoes, 







women's hosiery, store service, fitting, quality, styles. 


Single cards, 60c each—without text, 35c each 








ATTRACTIVE HAND LETTERED PRICE TICKETS 


In popular denominations and blank. Samples of in-stock 






tickets available. 





WITHOUT STORE NAME: 6 dozen, $1.10—12 dozen, $2.00 
WITH STORE NAME: 100 tickets, $3.00—200, $5.00 
CHECK WITH ORDER, PLEASE, UNLESS C.O.D. PREFERRED 


MERCHANDISING AIDS 
















Polly Clips 


for Price Tickets—Adjustable— 
Tilt at any angle. 





Pouy Cup 
for Price Tickets . 
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Polly Shoe Helder 


To display arch, branded, and 
fibre-sole shoes. Always re- 
mains in upright position. 
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Recorder Stock Record “a 
Tickets 
for shoe cartons. Cyclone clips Price............ 








included: 
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FEATURE POINTERS 


precisely point out in-built values. These 
ARROWS are obtainable in two combina- 
tions: corn with green border, or buff with 
green border. Choice of forty selling phrases, 
or blanks. 


12 dozen (printed or blank) 
6 oe o oe 


SPECIAL: 


Combination of one gross Polly 
Clips and one at Arrows, only 
00. 


ANNUAL DISPLAY CARD 
SERVICE INCLUDES 


EXCLUSIVE FRANCHISE with annual card service to one merchant in an 
average size town, suburb or city shopping center. 


STORE WINDOW BULLETIN, supplies merchandising and display suggestions 
each month. 
SPECIAL CARDS, with wording as wanted. 


EXCHANGE OF CARDS: Annual card service subscribers may exchange any 
cards received for others of the current month, whose text better covers 
their merchandising program. 


PRICE TICKETS: Blank tickets, harmonizing with the current month's cards, 
supplied free. 


IMPRINTED PRICE TICKETS, with prices as wanted, to assure well blended 
trim, are 35c per fifty, additional. 


























SERVICE 


MONTHLY 


HOLDERS 


BLANK 
TICKETS 





$5.00 


6 





Ne. 2 


4.00 


4 100 





SERVICE 


CARD 


SHOW 


ANNUAL 


(Croee out 


lines not carried.) We wish IMPRINTED TICKETS @ 85¢ per fifty, In following 
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from forelgn subscribers 
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if for any unforeseen reason 
we wish to discontinue ser- 
vice before expiration of or- 
der, we agree to pay $1.00 
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For this service we will pay 
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Christmas designs . . . red and green on 
white background. Black prices. 


“B’’: Blue bar with 
orange sunburst on 
silver board. 

“A”: Same design 
white board=— 
brown bar—orange 
sunburst. 


“M”’ Rust pennant, 
Goldenrod yellow 
stripes on cream 
background. 


Please enter our order for the 


Size: 1/2” x 2%"°—Prices on opposite page. 


Recorder “Selling Messages,” 


beginning with AUGUST, 
continuing monthly for one 


Card 
«+e, Consisting of 


- card holdere (with 
first month’s service), 


for 


year, 





When writing advertisers please mention Boot and Shoe Recorder 


the 


blank tickets each month, 


OR ...... 


--. IMPRINTED 


TICKETS, at 35¢ per fifty, 


additional. 
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SALESMEN WANTED 








POSITION WANTED 


LINE WANTED 








S ALESMEN. — Experienced selling volumes 
popular priced stitchdown shoes. Southern- 
Southwestern, Western and partial Midwestern 
territory open. State detailed qualifications. 
Address E-410, care Boot & Shoe Recorder, 
239 West 39th Street, New York, N. Y. 





ALESMAN calling on dealer trade can make 
satisfactory extra commission money selling 
Racine metallic shoe display racks. Modern, in- 
expensive, varied in size, they interest every 
retailer. Carrying samples not necessary. Pic- 
torial sales book supplied. Write Imperial Bit 
Snap Co., Racine, Wisconsin. 





HOE Salesmen, experienced on women’s Cor- 

rective and semi-Corrective high grade shoes; 
commission basis. Metropolitan district, Middle- 
west, South and Eastern States. References to 
accompany application. Only those experienced 
on Corrective shoes apply. CHAS. W. STROH- 
BECK, INC., 325 Johnson Street, Brooklyn, 





XPERIENCED rubber footwear salesmen, 

Maine, New Hampshire, Vermont, New 
York State. Commission basis only. Address 
E-468, care Boot & Shoe Recorder, 140 Federal 
St.. Boston, Mass. 








ORTHOPEDIC SHOE SALESMAN, Gentile 
Opportunity for wide-awake, experienced 
man. Address E-471, care Boot & Shoe Re- 
corder, 239 West 39th Street, New York, N. Y. 





SHOES REPAIRED 





DAMAGED SHOES—We repair factory dam- 
aged shoes to look like new. Work done 
by experts. Satisfaction guaranteed. Reason- 
able prices. Brockton Factory Damage Shoe 
Repairing Co., 21 Albany Street, Boston, Mass. 





FOR SALE 


FoR SALE—FAMILY SHOE STORE. Bar- 
gain. Reason for selling: Other business. 
ag 6919 Fifth Ave., Brooklyn, N. Y. 








R SALE—WOMEN’S SHOE PARLOR. 

Established 18 years. Best location. Low 
rent. Population, 130,000. State of New Jer- 
sey. Reasonable for cash. Address E-469, care 
Boot & one Recorder, 239 W. 39th Street, 
New York, . 





LADIES’ NOVELTY SHOE SHOP in a 

Michigan college town. Population, 10,000. 
Address E-470, care Bort & Shoe Recorder, 239 
West 39th Street, New York, N. 














SHOE STORE MANAGER—34 years old, 
experienced in all phases of shoe retailing, 
buying, merchandising, supervising, now em- 
ployed—available Nov. 15. A-1_ references. 
Will go any place. Prefer large independent 
or small chain organization. Address E-466, 
care Boot & Shoe Recorder, 209 South State 
Street, Chicago, III. 


"ANAGER — BUYER—MERCHANDISER, 

age 40. Ten years in above position with 
large department store in Bargain She- De- 
partment. Best of references. Available at 
once. Willing to go anywhere. M. C. Good- 
rich, 256 Judson Street, Pontiac, Mich. 








Business Manager 
Factory Manager 
Leather Buyer 


Former Shoe manufacturer 
with long and comprehen- 
sive experience in all types 
of shoes wishes to relocate 
with sound firm. 

Knows leather—both upper 
and sole—costs, management 
and manufacturing processes. 
Especially logical man for 
manufacturer planning on 
establishing a branch factory 
at a distance. Address E-474, 
care Boot & Shoe Recorder, 
239 West 39th Street, New 
York, N. Y. 






WANTED — EASTERN LINE. Michigan 
Representative is open for a snappy line of 
Ladies’ novelties, retailing at $1.98 and $2.°%. 
Well acquainted with trade. Address E-465, 
care Boot & Shoe Recorder, 239 West 39:h 





INE LADIES’ NOVELTY SHOES in stock. 
$2.95 and $3.95 retailers for Georgia, A 
bama, Florida. Have established trade. a 
caemnen er several years. Box 22, Williams. 

ton, S. 


oa 





ANTED—Manufacturers or Jobbers lie 
Ladies’ popular priced novelty shoes 
years’ experience—Will consider part or all of 
Texas. Can furnish A-1 references. Box 18.6, 

Houston, Texas. 





LINE wanted for Oregon and Washington by 
line salesman with big following. Consii'er 
men’s work shoes or dress shoes at popular 
prices or women’s sport oxfords. Address 
E-473, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 








WANTED TO PURCHASE 

















HOE man, age 39, desires position as store 

or department manager, has had _ sixteen 
years’ retail experience, ten years as manager, 
thoroughly familiar with Chain Store opera- 
tion, also window trimming, employed in New 
York, willing to go anywhere. Address E-472, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 





BUSINESS OPPORTUNITY 


SHOE Style Service for alert shoe manufac- 
turers and pattern makers, keeps you well in- 
formed, unique idea only $2.95 weekly. Address 
E-457, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 








CASH FOR BRANDED SHOES 
RETAIL OR FACTORY STOCKS 


"References: I. Miller, Nunn-Bush, Geller, Beck. 
Saks—5th Avenue, Melville, Bostonian, etc. 


BARIS SHOE COMPANY, Inc. 


79 READE STREET, NEW YORK 
Telephone: WORTH 2-5180, 518! 








Buyers of Surplus Stocks 


We will buy surplus or entire Steche of shoes 
from manufacturers, jobbers retailers. 
QUANTITY NO OBJECT 


KIRSCH-BLACHER CO., Inc. 


106 Duane St. New York 
Phone WOrth 2-5377 and 5378 








WE BUY 
Entire or Surplus Wholesale and Retail! 
Stocks. Also Branded Shoes such as 


Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, Queen Quality, Bos- 
tonians, Ete. 
ERVIN RUBIN 
House of Jobs’’ 





ef St. Cor. Church 





New York City 


89 Re 
Phone Barclay 7-7887 

















mum charge 75 cents. 


address should be counted. 





CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. 
For all other classified advertisements the rate is 7 cents per word. 
When a box number is desired twelve words should be added for the address. 


(> Advertisements for this page must be in our New York office on Friday of the week preceding publication. “J 


Mini- 
Minimum charge, $1.25. 
In all other cases each word of the 


The rate for all display classified advertisements is $5.00 an inch with a maximum of 45 words. 
Classified advertising is payable in advance. 
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BUSINESS OPPORTUNITY 








YOU CAN HAVE A BUSINESS PRO- 
FESSION OF YOUR OWN and earn big 
income in service fees. A new system of 
foot correction; readily learned by any 
one at home in a few weeks. Easy terms 
for training; openings everywhere with 
all the trade you can attend to. No capi- 
tal required or goods to buy; no agency 
or soliciting. Established 1894. Address 
Stephenson Laboratory, 21 Back Bay, 
Boston, Mass. 














A friendly atmosphere 
—natural, cheerful attention to 
those many little details that make 
for comfort—every facility for your 
convenience. 


Your car is taken at the door by an 

expert garage attendant. Yours is one 

of 700 comfortable rooms—each with 

bath and shower, running ice water, 

full length mirror and bed head read- 
ing lamp. You're at the 
center of Baltimore’s busi- 
ness and social activities. 
You enjoy characteristic 
Maryland cuisine in any 
of four distinct restau- 
rants — And the rate— 
from $3.00 single. 


LORD 
BALT/MORE 


H.N.BUSICK * MNG.DIR BALTIMORE,MD. 








Stimulating Accessories 


LOUISVILLE, Ky. — Byck’s stimulates 
the sale of small accessories by putting 
them in glass front drawers, such as 
hosiery is kept in, behind a counter in 
the center back of the store—a con- 
spicuous place where they are easily 
seen. Suspended above this counter is 
a slanting board the length of the 
counter—painted white. On it are dis- 
played (fastened securely to the board) 
bottles of shoe creams, ties, brushes, 
suede brushes and the various util- 
itarian shoe accessories. Grouped in 
the manner of toilet articles, these com- 
monplace necessities are really attrac- 
tive and demand notice. Mr. Price, the 
manager, says that the display does 
increase the sale of these notions. 


1935 
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MERCHANTS’ NEEDS 


MERCHANTS’ NEEDS 














Dr. Pyle Feot Oscillator 


improves impaired or sluggish circulation by imparting 
to the soles of the feet soothing, invigorating oscilla- 
tions; _stimul: erve 
terminals; increases cir- 
culation of the feet; 
breaks up adhesions. 
Brings to your customers 
INSTANT foot _ relief. 
Makes fitting easier and 
quicker. Steps up sales 
and prestige. Now in use 
by leading department 
stores and_ retailers 
throughout the country. 
Full details on request. 























s $52.00 Freight prepaid, U. S. A. 
10% Cash Discount or Budget Plan, with satisfactory 
Commercial references. $20.00 down and 4 notes of 
$8.00 each. Operating cost less than 1 cent an hour, 
110 volt, A.C. 

Sold on satisfaction or money refunded guarantee 
Vi-Ped-Ex Company, 63 Chamber of Commerce Bldg., 

Los Angeles, California 





DISPLAY © 


Again SEGALL & SONS Toke 
“the Lead by Presenting Display 
Equipment in the Newest of 
Modern Designs at Prices You 
Will Find Most Agreeable. 
A special folder, has 
been prepared. Please ask 
us to mail you a copy 


SEGALL & SONS 


923 Arch St., Philadelphie 


| ! 

Americans are proud of the in- 
dustrial achievements that have 
made their brawn, courage and 
ingenuity world famous. The 
chief disease which threatens 
that supremacy is tuberculosis. 
It is the greatest cause of death 
between the ages of 15 and 45. 
Help protect American man 
power from this enemy by pur- 
chasing the Christmas Seals that 
fight it all year round. The seals 
you buy today may save your life 
tomorrow. 


BUY 
CHRISTMAS 
SEALS 


The National, State and 
Local Tuberculosis Associa- 
tions of the United States 


WEAVCO DISPLAY FIXTURES 
AT WHOLESALE_PRICES 


Write for new catalog 
illustrating show window 
display fixtures. Take ad- 
vantage of WEAVCO'S new 
urer to c 
sales policy. Buy retail quan- 
tities and obtain jobbers dis- 
counts. Send tor the catalog 
and jobber's discount sheet 
of America’s outstanding 
display fixture manufacturer 





Write for new catalog 
and details 
Weavco International, Inc. 
214 Institute Place Chicago 





SHOE RESHAPING MACHINE 
is a necessity to every retailer. 
Practical and economical. More than 
pays for itself within a very short time. 
Eliminates gapping, slipping at heels, 
cost of rebinding and many other fitting 
evils. Endorsed by leading retailers 
throughout the country who wonder 
how they ever got along without this 

machine, 


q 


| 


Machine without hand iron 
Machine complete with hand iron... 
Hand iron only 
f.o.b. New York City 
Ask for Descriptive Literature 


DUNDE SHOE RESHAPING DEVICES, INC. 
13 EAST 37th ST. NEW YORK, N. Y. 

















| at Sides. 


The Original 
SHOE SHRINKER 


The Shoe Doctor 
Pat. No. 1990142 
with 
Prepared Fluid 


Shrinks Leather or 
Fabric Shoes Per- 
fectly. Makes Sales. 
Stops Refunds. Makes a Perfect Fit to 
Shoes That Slip at the Heels or Gap 
Simple and Easy to Operate. 


$15.00 


Guaranteed One Year 


Write for More Information 


E. C. SMELTZER CO. 
121 E. 51st St., Indianapolis, Ind. 
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To 
Our Advertisers In This Issue 





Fast Footwork Calls 


for Sure Shoes 
[CONTINUED FROM PAGE 40] 


men and boys who display normal in- 
telligence along other lines, and who 
could well afford to buy the best if the 
facts were presented at the time the 
shoes were purchased. A merchant or 
sales clerk (before admitting that the 
customer is always right) should at 
least endeavor to point out the dis- 
astrous results that often follow the 
use of such footwear in athletic par- 
ticipation. Too many such men of 
middle age and younger, who could 
otherwise be active in some physical 
recreation, can be described virtually 
as ‘having one foot in the grave, the 
other on a banna peel’ and both ruined 
by cheap gym shoes.” 

Questioned concerning actual models 
of footwear which he was recommend- 
ing to the men and boys under his 
supervision, Mr. Miller stated that in 
his opinion, the proper shoe for basket- 
ball had these outstanding features, 
scientific health sole, molded all in one 
piece, providing three point support for 
arch, ball and heel. Black army duck 
upper, trimmed in black and white. 
It is important to note here that black 
is the popular color this season for 
basketball shoes. Other features such 
as heavy toe guard, tongue padded with 
gray felt; sanitary cushion insole 
which prevents friction, shrinking and 
bad odor were included. 

This interview throws a slant on 
your merchandising picture which 
should lead to greater sales of quality 
shoes. Of course, there is nothing new 
in the above statements, but coming 
from a practical source, they should 
drive home a little harder. 


Promotional Themes for Late Fall . 
[CONTINUED FROM PAGE 66] 


be used to provide the essential atmos- 
phere. 

These are just a few of the timely 
themes that can be developed to form 
attractive shoe windows during the 
weeks that will elapse between now 
and your first Christmas promotion. 
There are any number of others that 
will suggest themselves to the resource- 
ful display man and that can be worked 
out in effective windows to stimulate 
November business. 
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Kali-sten-iks heels are —--—_Kali-sten-iks vamps are 
_ . fastened with fibre pegs ss made in one piece--- 
-. “tnstead of nails.climi-' .. eliminating bunchy 

nating feot.injuries tongue diseomfért---in- 

and torn stockings. suring better fit. 


The desire on the part of your customers for real value 
quickly results in a purchase when shown they get more 
for their investment in Kali-sten-iks Shoes. Mothers of 
your little customers are quick to appreciate the Four 
Selling Points outlined above. We invite you to study 
them. Both in styling and craftsmanship, “Kali-sten-iks” 
are outstanding as a line which helps the alert merchant 
to create new business and to justify customer-loyalty. 


THE GILBERT SHOE CO. And we back up “Kali-sten-iks” with a service which aids 


THIENSVILLE WISCONSIN : _ ; 
New York, 541 Marbridge Bldg. Los Angeles, Hayward Hotel of grading up, we invite you to write us. 


your stock-turn and your profits. If your problem is one 
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gens INo:137: 
dy : Phot 
Marine Blue . D'Ora 
; Paris 


THE navy-blue shoe has been the basis of spring business for the last few years. It 
is expected to be more important than ever in 1936. Buy formal town types for wear 


with such dresses as the print photographed, buy tailored types for wear with spring suits. 


A\pp a touch of light or bright blue trimming or perhaps of russet to mark the shoe 
as of this season, detail it in the shade of blue that you've found successful with all 


costume blues, in leather that gives you quality within your budget,— 


VODE No. 137 


STANDARD KID DIVISION 
ALLIED KID COMPANY 


209 South Street, Boston, Massachusetts 
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nO tL. 


Let Vogue cry, “Terrible! Shocking!” It’s still possible to P ‘ ULDIN G 


wear such a pair of shoes — if they’re made with Spauld- 
| | Counters 

ing Counters. There are two good, sound reasons for this. epee SER eachccer At 

Spaulding Counters are moulded on steel lasts that are 

duplicates of your lasts—so they'll fit the foot exactly. Spaulding Counters are stronger than ordinary 
counters; the fibre is denser, closer knit — so they'll keep their shape indefinitely. If women desired, they 
could wear the shoes pictured above quite as long as they could wear a finished pair. Naturally they wouldn't. 


But the moral is obvious. Your shoes, when made with these “Happy Heels”, have that extra strength and 


extra life that bring back customers again and again. 


NO OTHER PART OF THE SHOE MEANS SO MUCH... AND COSTS SO LITTLE 


When writing advertisers please mention Boot and Shoe Recorder 





o 


“THE NORTH WIND DOTH BLOW, 
AND ENDICOTT-JOHNSON RETAILERS 
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HERE'S an Endicott - Johnson 
THERE'S AN Product for Every Shoe Store in 
ENDICOTT-JOHNSON America" . . . a product that will 


(Produc stimulate sales and increase goodwill 
ze) and profits. For the Fifth Avenue 


dae SERIE specialty shop and the Main Street 
emporium, there is a product in the 
Endicott-Johnson line that provides 
the exact quality, character and 
craftsmanship required. Endicott- 
Johnson products can truly be mer- 
chandised proudly and_ profitably 
wherever American families shop. 








2662 — Stitchdown — Girls’ 
White Elk Sno-Boot, Cord 
Stitched Imitation Moccasin 
Vamp, Rubber Sole, Leather 
Heel, Rubber "Top Lift. Sizes 1200—McKay Goodyear 
SHIDO .cccccccccccccccs $1.45 Pane aa sad Smoke. Elk 





“— gee ny Style 














1202 — McKay Goodyear 
Stitched — Girls’ White 
Elk Sno-Boot, Moccasin 
Style Vamp, oven Sole. 
Sizes 2%4/9 . $1.75 















me 
1203—Same in Misses’, ts’ Sm 
sizes 12%4/2 ......$1.4 on 






3/9, ‘wine 





wf JR 
NORDEN, . hee 


EN DICOTT - J OHN SO 


air, “ “% ee ee . ‘ : Riese .%, 
Ki : Sian be . pein MC 9 





le 
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*>T AND WE SHALL HAVE SNOW” 


SNO-BOOTS & 


INTER footwear protection for the fair sex of 
all ages . . . good-looking yet sturdy Sno-Boots 
that insure snug, dry warmth for outdoor activities. 


Endicott-Johnson Sno-Boots for children, misses and 





women are splendid snowtime sellers, completely _ a! 
meeting today's weather footwear requirements for re 
full protection and smart appearance. Prepare for 
the winter season by ordering Endicott-Johnson 


Sno-Boots NOW from our efficient IN STOCK 


2660 — Stitchdown — Girls’ : 
Smoke Elk Sno-Boot, Cord ( ‘ 
Stitched Imitation Moccasin 
Vamp, Rubber Sole, Leather { 
Heel, Rubber Top Lift. Sizes \ 
2 /9 eee eererececeous 

tay ee Welt Oaee ‘a/ 

“ no-B areas —S in Misses’, Sizes 
Siete Teme. Cove Sale. Hive :  guenimabpapaeaiidt 
3/9. Widths A, B, C...$2.15 : 


2661/2 — reins in Child's, 


Sizes 844/11 ......-0- $1.20 





A 


odyeat 
White 
occasin 
Sole. 
$1.75 














2001 — Goodyear Welt — 
Girls’ Smoke Elk Sno- 
Boot, Moccasin Style 
Vamp, Sport Sole. es 
3/9, Widths A, BD a 


[isses’, 
$1.46 
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beeres glamctr 


THERE YOU WILL FIND COLONIAL PATENT 






In all the places where the smart world gathers to see and be seen, you will find shoes of 
Colonial Patent on the feet of the smartest women. For Patent is always good fashion; 
no other leather is quite as much so; and Colonial Patent is the natural choice of those 
who make the shoes worn by the most fashionable women the world over. Colonial Patent 
really is better —wears better, stays lustrous longer, and has a remarkable resistance to crack- 


ing. It is therefore, quite deservedly, the largest selling patent leather in the world. Use it to 






increase the glamour of your line of smart shoes. 









COLONIAL TANNING COMPANY - BOSTON, MASSACHUSETTS 











COL 


FOR THE BEST PATENT LEATHER SHOES 
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by DELMAN 
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2 Facts... 


RICHNESS of appear- 


ance and satisfactory 
quality in every respect of 
our Gabardine is WHY 
HIGH GRADE MANUFAC- 


TURERS AND RETAILERS 
are featuring our Gabar- 
dine. 

Recognized as the out- 
standing shoe fabric tor 
Spring. 





















J. Einstein, Ine. 
One Park Avenue New York 
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Parents approve, because this soft, pliable 
vegetable-tanned leather stubbornly holds 
its shape — giving gentle but firm support to 
tender, growing feet. And if the little lady 


is caught in a rainstorm, it dries without loss 
of that soft, glovelike quality... Available in 
light weights, in the colors of the season .. . 
A. F. Gallun & Sons Corp., Milwaukee, Wis. 


GALLUN LEATHERS 


A LWAY S§5 STAN D AR OD S EZCELLEN CSE 
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| THESE MODELS BY ENNA JETTICK ARE ALL MADE OF ( 
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... and conformity is just what they get with the Evans Tannage 
— in texture and in color. Secure in the knowledge that the colors 
and quality will always be uniform, the makers of Enna Jettick Shoe 
continue to order and reorder in large quantities. Here is consistency, 
for they have found that shoes made of Evans Leathers have 3 
smartness and value of the sort that brings back customers again 


and again. John R. Evans & Company, Camden, New Jersey. 
STANDARDIZE ON EVANS BRANDS ... THE KID WITH A DEFINITEB SALE 


Conus hil Loathoes | 


PHYLLIS. . . silk makes 
the motif on kid. Dressy 
and very new with delicately 
etched stitchings. 


7 JANE. .. just right, in kid 
with all-over perforations, 
contrasting stitching for in- 
formal wear. 


DOREEN .. . 4-eyelet tie, 
a gem of simplicity dressed 
up. by tiny scallops and sim- 
ple 


perforations. 


ADELINE .. . so pretty 
... With dainty metal buckle 
and graceful waved perfora- 
tions. 


BLANGQHE .. . a dress-up 
3-eyelet‘tie . . . charming 
_pattern, on lustrous kid. 








BERUTIFUL MODERN 


STULE LEATHER THAT 


EVEN m20%E Leutel 
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HIDE AND LEATHER COMPARY 
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HANNIFAN & 
MARONEY Co. 
Olean, N.Y. 
Modernized for 
modern business 








~-- You ate satisfied __- 


. . +» »« with your present volume of sales and the 
profits you are making, then this advertisement is 


not meant for you. . . . But, if you feel that you 
are not getting all of the business from your com- 
munity that you should, it is time you gave some 
serious consideration to the physical appearance of 
your store and its effect on the trade to which you 
are appealing. . . . Look over your store when 
you enter it tomorrow. Would you do your buying 
there if you didn’t own it? Is your merchandise 
attractively displayed? Is the store so arranged as 
to provide maximum convenience for both clerks 
and customers? Are you taking full advantage of 
every foot of floor space, on which you are paying 
rent and taxes and which you are heating and 
lighting? . . . In other words, are you satisfied 
that you are doing all you can to get the most out 


, GRAND RAPIDS STORE | 
* FOUIPMENT COMPANY * Grand Rapids Store Equipment Co. B-I! 


Main Offices 
Grand Rapids, 


Branch Offices and Representatives in Principal Cities 


and Factories: 


Michigan 


of what you have? . . . If not, let us, without 
obligating you in any way, give you more informa- 
tion on our store planning service and our line of 
modern, up-to-date, profit-building shoe store equip- 
ment. Shoe merchants whom we have served, 
invariably report immediate and substantial 
increases in sales following a modernization program 
in their stores. Many of them say that the additional 
profits thus realized more than paid for the cost of 
the improvements in a very short time. 

Why delay? Why continue to handicap your busi- 
ness unnecessarily, when a small investment in store 
improvements can produce such sure and sub- 
stantial dividends? 

Let this organization help you, as it has helped hun- 
dreds of other retail shoe dealers, large and small. 
The coupon is for your convenience. 





MAIL THIS COUPON TODAY 





Grand Rapids, Michigan 
Please send us further information on your 
Store Planning Service and Equipment. 


Name 


Address 











City. __ State 
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Look for this stamp 

on all shoes made 

on “Down to the 
Wood” lasts. 
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i“) 


last designed far 
use With ether 


type of Insole 


Saddle insole 


The last shown above is made to accommodate both 
ordinary and saddle types of innersoles. 


Shoes made on “Down to the Wood” lasts are snug 
at the shank and give the wearer the very desirable 
advantage of a comfortable fit. Many leading retailers 
endorse this important contribution to good shoemaking. 


Manufacturers can procure these lasts or have their 
present lasts made over at any of our eight plants 
shown on the opposite page. 
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The United Last Com- 
pany operates these 
modern factories in 


FITZ BROS. CO. eight important terri- 


AUBURN, MAINE 


STEWART & POTTER CO. 
BROOKLYN, N. Y. 


tories. Its facilities for 
style and service are 
constantly available 
to the shoe manufac- 


turing industry. 


iat ae ate 





UNITED LAST CO. Ai KRENTLER BROS. CO, 
BROCKTON, MASS. : ST. LOUIS, MO. 


Sry eee 


UNITED LAST COMPANY 


140 FEDERAL STREET, BOSTON, MASS. 


UNITED LAST CO., LTD. EMPIRE LAST WORKS 
MONTREAL, P. Q. ROCHESTER, N. Y. 
, Mas eal. 3 Be - ‘ ay ‘ 5 
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¢ In shoes of Trostel Calf, men find not only handsome appear- 
ance and lasting quality, but also the smart styling and comfort 
that foremost shoe manufacturers provide. Here, without question, 


is “the last word”’ in leather for men’s shoes. 
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